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SENSATIONAL NEW 
CLARK CREATIONS 


For 1936, The J. R. Clark Company, the largest and most widely 
recognized manufacturer of high quality woodenware, announces a 
startling new line of merchandise which reflects a rich background 
of more than a half-century of creative craftsmanship. 


© CLARK’S RID-JID AUTOMATIC DELUXE CARD TABLES 


They set up as you set them down. Fold flat in one motion. Rigid 
in use. Many models—many color and material combinations. 


@CLARK’S SPACE-SAVER UTILITY DINETTE TABLES 


Every home needs one! An outstanding utility. Drop leaves operate 
separately. Can be used part or fully opened. Sturdy as a station- 
ary four-legged table. Plain and in color. A low-priced, volume item! 


@CLARK’S IMPROVED AUTOMATIC IRONING TABLES 


Legs fall into place when lowered off hook to ironing position. Hang 
up out of the way. Light weight, rigid. 150,000 sold in a few months. 
Plain and in color. 


EVERY ITEM INCORPORATES A NUMBER OF BASIC PATENTED 
FEATURES ... EACH NON-COMPETITIVE.. ..PRICED TO SELL! 


IN ADDITION: 


Our standard high quality line of woodenware, including the famous “Rid-Jid” Ironing Tables, 
“Steel Truss” Safety Ladders, stepladders stools, washboards, “Space Saver” clothes racks, etc. 


At the beginning of its fifty-eighth year of successful manufacturing, the J. R. Clark Company 
will continue to meet conditions with products that mean volume and profit for the jobber and 
the dealer. The J. R. Clark Company assures the trade of bigger and better things in 1936 and 
succeeding years. Keep up-to-date with Clark! 


THREE EXHIBITS IN CHICAGO: Hall of Science, Merchandise Mart, Jan. 6-18; American Furniture Mart, Jan. 6-18; House Furnishing Exhibit, Hotel Stevens, Jan. 5-11. 


THE J. R. CLARK COMPANY 


MINNEAPOLIS, MINNESOTA ‘ . U. S. A. 
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10 the hardware dealer who 
is wondering how success 
with Christmas trade may 

be obtained we commend the 
views of D. H. Hoobler, manager 
of the retail store of the Canton 
Hardware Co., Canton, Ohio. This 
store has one of the most attrac- 
tive, bright, airy and interesting 
layouts in Ohio. One is immedi- 
ately impressed by the good qual- 
ity of all lines carried. Therein 
lies the secret of successful Christ- 
mas trade and the successful sell- 
ing of other lines in competition 
with large organizations noted for 
their price competition. 

Mr. Hoobler’s policy is to keep 
strictly out of the price war with 
catalog houses, and to offer and 
display articles that speak loudly 
for themselves of their superior 


It 


If You 


quality. There is nothing cheap 
or skimpy about the Christmas 
lines carried by Canton Hardware. 
Games are so interesting and so 
worthy of a child’s best skill of 
mind and hand that they imme- 
diately appeal to both parent and 
child. Only a few days before 
Harpware ACE called upon the 
Canton Hardware store one of 
the school teachers of the city had 
visited the store and was so im- 
pressed by the cleverness of a 
certain educational game that she 
recommended the store to her pu- 
pils, explaining the game she had 
seen. The game was one that 
serves to teach the children their 
history. Mr. Hoobler and the 


A window that attracts 
Canton’s children. 


You Can Do a Good 


Go About It Right 


HaRDWARE AGE representative 
found that their history lessons 
could stand a good deal of brush- 
ing up with this game. This is 
but one example of what the Can- 
ton Hardware means by superior 
toy lines. All the “racket stores” 
and price appeal organizations 
are compelled to limit their mer- 
chandise to the lower-grade lines. 
If you look for reason for their 
low prices you can find it. 

The Canton Hardware Co. sells 
about $6,000 worth of toys and 
playthings in the month of De- 
cember, and the answer to how 
it is done, says Mr. Hoobler, is 
to carry a wider line, a better 
line than your competition—and 
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Christmas 


Canton Hardware Co.’s dis- 
play of adult gifts. 


when you speak of competition 
you should not consider it among 
other hardware stores. Your com- 
petition comes from the other 
types of stores. The effort to as- 
sociate in the public mind the 
hardware store and Christmas 
gifts is worth every hardware mer- 
chant’s while. And you can do 
it with reasonable ease. The hard- 


- ware store has more gift merchan- 


dise than any other store. With 
the possible exception of girls in 
their late ‘teens, the hardware 
store can serve every member of 
the family with Christmas gifts 
that will really please them. There 
are no gimcracks in the hardware 
stock. This fact should be borne 
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Business 


Believes D. H. Hoobler, Canton, Ohio 


in mind and capitalized by hard- 
ware men. 


Heavy Christmas Trade 


Ten days before Christmas the 
Canton Hardware Co. was finding 
a shortage of many lines and were 
rapidly reordering, yet they have 
no spectacular program, such as 
a Santa Claus, which many hard- 
ware stores find so effective. This 
store has been established as a 
good place to obtain better-grade 
gifts and that sort of reputation 
grows. High-grade window dis- 
plays are used, but the main fea- 
ture is a quality line that works 
overtime to build store prestige. 

Mr. Hoobler believes that hard- 





ware stores cannot very well get 
along without a line of toys at 
Christmas. As traffic builders 
they are one of the best, but there 
is another point to remember. In 
many hardware stores December 
was formerly a month when, if 
overhead could be suspended, it 
would be better to close up for 
that month. Toys and gift goods 
have taken December out of the 
red side of the ledger and placed 
it in good strong black, for those 
stores that have seen the advisa- 
bility of taking them on. But re- 
member—you must do it well— 
otherwise you will not be suc- 
cessful. 

The Canton store places its toys 
at the rear of its fine wide store. 
At the extreme rear of the floor is 

(Continued on page 18) 
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Radio program helps build Christmas trade for 
Stahl’s by its personalized treatment. A story 


of successful handling of present equipment. 


HARDWARE AGE 





1e 








Insist Upon Toy Protection 


and Stahl’s, of Lansing, Mich., provide it. Old style 


show cases make ideal displays, keeping dolls sanitary. 


r VHIRTY years ago, Frank J. 
Stahl, of Lansing, Mich., 
found it difficult to obtain 

good toys for his son, and decided 
to add a line of worthwhile play- 
things to his hardware stock. To- 
day, the son, Merritt, or “Jake” 
as he is known to his many friends, 
is enjoying, with his father, an 
annual business in the same high 
quality toys and wheel goods, 
running over $18,000. In the years 
prior to 1929, this annual volume 
ran around $25,000. The present 
volume is, of course, money vol- 
ume—more toys than ever are 
being sold by Stahl’s. A compari- 
son of prices, due to greater pro- 
duction and other causes, shows 
high-grade toys selling for much 
lower prices than previously. 

The first year Stahl’s handled 
toys, their volume in that line was 
about $600 to $700, and today this 
company’s records show very 
definitely that toys have kept the 
store going these past four years. 
Toys are an all-year line with this 
firm; after the Christmas rush in 
November and December, the 
months of May and June are next 
in importance. January, due to 
the cash gifts received by chil- 
dren, who later spend their money 
for toys and other playthings, 
comes next. They sold 65 first- 
grade bicycles last year. 

Stahl’s believe in a conservative 
method of merchandising toys, 
and many of their contentions are 
readily acceptable. Customers tell 
them they prefer to purchase toys 
from them because of their prac- 
tice of keeping playthings away 
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from free handling by many 
people. Dolls are displayed in a 
glass case of the old silent sales- 
man type and well lighted. When 
a selection is made, a new doll, in 
its original carton, is wrapped 
and handed the customer. Par- 
ticular parents prefer that their 
toys come from tables that are 
not designed to permit children to 
put blow tops in their months and 
to handle the other toys that will 
in turn be passed to their own 
children. Stahl’s toy items are 
selected with an eye to up-to-date- 
ness as well as safety features. 
Several fimes, Mrs. Dickinson of 
the Stahl toy department has sug- 
gested to manufacturers’ represen- 
tatives that they round the corners 


of toys to prevent injury to young- 
sters. The manufacturers were 
grateful for the suggestion and the 
items are now redesigned. Sharp 
tin toys are not handled by this 
firm. All these considerations are 
appreciated by the better trade, 
and the store is being recognized 
for their careful, if conservative 
methods. 

Conservatism does not in this 
case imply any laxity in reaching 
the public. Besides the latest idea 
in toys, Stahl’s have the latest idea 
in advertising. Radio station 
WJIM puts on a unique program 
sponsored by this hardware store. 
The writer was present when the 
program was being broadcast, and 
it certainly was effective. The 





A Christmas window at Stah?’s, Lansing, Mich. 
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A window display by Stahl’s, Lansing, Mich., which presents hardware merchan- 
dise as high-grade gifts. 


fifteen-minute daily program 
opened with a melodious strain 
from a toy organ, made by a com- 
pany producing the large pipe 
organs in use in churches. It 
was explained that such organ 
was available at Stahl’s Hardware 
store on Washington Avenue as 
were so many other interesting 


toys. Santa Claus comes on and 
greets the children of Lansing and 
surrounding country. He then 
reads letters, giving names and 
addresses, from the children ask- 
ing for their gifts. A member 
of the orchestra then plays on a 
tin whistle, which is also avail- 
able at Stahl’s. Now comes the 


new idea. The microphone at 
the station is hooked up with the 
broadcasting station’s telephone. 
A control operator watches out 
for practical jokers and when a 
genuine small child’s voice comes 
over the phone (all children hav- 
ing been invited to call up Santa 
at the station’s number) the con- 
versations between Santa and the 
kids are broadcast. These con- 
versations are so genuine that they 
are appealingly interesting. Even 
as an entertainment feature for 
grown-ups the program is good. 
For the children and the parents, 
it is a major event. They fill all 
the spare time of the program. 

While the toy department of 
this store is on the second floor 
of the building, erected many 
years ago, it is deserving of great 
respect for what it has contributed 
to the firm’s welfare. 

The younger Stahl is artistic in 
window dressing ability, and also 
has made mural decorations from 
story book themes throughout the 
toy department. He makes his 
own show cards and price tickets 
and his own display properties. 
All of these products take their 
place in the front rank of pro- 
fessional work. 





You Can Do a Good Christmas Business 


a large lighted Christmas tree, 
where live evergreens are sold. 
Every customer interested in toys 
must pass through the many in- 
viting departments where electri- 
cal appliances, refrigerators, 
power tools, house furnishings, 
leather goods, novelties, lamps, 
and many other regular hardware 
lines that make excellent gift ma- 
terial, are shown. Without doubt, 
many desires are bred by this 
passing through the hardware de- 
partment. Even though the cus- 
tomer is interested only in a small 
toy, she sees a larger item while 
passing through and a sale may 
be made months later. For traf- 
fic reasons alone Canton Hard- 
ware is pleased with its toy line. 

Other lines that enter into the 
Christmas business at Canton 
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Hardware Co. are bicycles. About 
300 are sold each year, and the 
same principle that governs the 
toy line governs these. A better 
line than the lower-price store, 
with emphasis placed upon the 
heavier tubing, the double bars 
instead of a single, and better 
saddles. A sample of the inferior 
bicycle is kept on hand for actual 
comparison. This is not only a 
selling point, but is also the only 
way to overcome the price angle, 
In an item of $25 or $30 the 
extra value is a vital thing. 
Contacting the manual training 
director of the schools has helped 
Canton Hardware Co. to sell about 
$4,000 worth of high-grade power 
driven tools a year. These schools, 
says Mr. Hoobler, use good equip- 
ment and once the boy has been 


introduced to its use he is not 
satisfied until he has some of his 
own. A workshop is looked upon 
with favor by parents because of 
its wholesome and constructive 
effect upon growing boys. Fathers 
get a great chance to enter into 
a companionship with their boys 
and both are kept at home, a fact 
that enlists mother’s support. The 
presence of this class of merchan- 
dise along with bicycles, electrical 
appliances and all the other things 
a hardware store carries that make 
good gifts, are cooperatively re- 
sponsible for Canton Hardware 
Co.’s satisfactory Christmas busi- 
ness. 

Do it right, or don’t do it at all. 
That is Mr. Hoobler’s advice to 
hardware men going into Christ- 
mas merchandising. 
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How to 
Determine 
and 
Manage a 


etail Advertising 
Appropriation 


OW much the average spe- 
H cialty store should spend 

each year for local pub- 
licity, and in what channels the 
money should be invested, is an 
important problem in the eco- 
nomics of a retail business. 

It is possible for a retail store 
to expend too much for advertis- 
ing, particularly if the expendi- 
tures are not judiciously appor- 
tioned to those mediums in which 
they will be most productive and 
the money invested at the right 
time as well as in the best media. 
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By VICTOR N. VETROMILE 


There is considerable difference 
in the theoretical estimates oi the 
percentage of gross business that 
may be expended profitably for 
retail advertising. Since these esti- 
mates vary from 2 per cent for 
department stores to as high as 
8 per cent for certain specialty 
stores, it is evident that they are 
of limited practical value to an 
inexperienced advertiser or to a 
merchant about to start in busi- 
ness. 

It is undeniable that the ex- 
perience of other advertisers often 


affords a helpful basis for plan- 
ning, but nearly every merchant 
must solve the problem for him- 
selm by judgment based on care- 
ful study of local conditions. 

A general rule is impracticable 
because what suits the require- 
ments of an established business 
may have to be changed in launch- 
ing a new business, and different 
lines of trade require different 
promotional treatment, both as 
regards volume and character of 
publicity. 

It is contrary to the most ex- 
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perienced advertising judgment 
to expect that a retail business, 
which has no publicity prestige, 
can increase its sales more than 
25 per cent during the first year 
following a decision to advertise. 
No matter how skillful the man- 
agement of the campaign, greater 
results during the first year would 
be considered rare good fortune 
by all experienced advertising 
counselors. 

Some stores do more business 
with less advertising than other 
stores in the same line of trade, 
yet that is not a conclusive argu- 
ment for or against the equal need 
for advertising on the part of both 
establishments. The difference in 
the results and the relative cost 
may be attributable either to the 
style of advertising adopted or to 
judgment in the selection of ad- 
vertising mediums. 


Prestige 


A store must strive constantly 
to enhance its prestige even after 
having built a satisfactory volume 
of steady patronage. Even with 
retail stores that have attained 
coveted dominance in their com- 
munities, the general rule is to 
maintain reputation and prestige 
by an advertising. program com- 
mensurable with the size and im- 
portance of the establishment. 

The retail merchant who is con- 
vinced, after a trial of reasonable 
duration, that certain methods or 
media of advertising are doing his 
store no traceable good, should 
promptly discontinue such expen- 
ditures regardless of his precon- 
ceived plan. The retail merchant, 
in the nature of his business, is 
almost invariably compelled to 
seek immediate sales results. It 
is for this reason that newspapers, 
because of their frequency of con- 
tact with the mass of consumers, 
traditionally considered the pri- 
mary vehicle of advertising for all 
lines of retail trade. 

The pre-arranged program, or 
budget system, is theoretically the 
right plan for all kinds of adver- 
tising appropriations, but the plan 
should be a servant, never a mas- 
ter. When it is discovered that 
certain advertising devices are not 
meeting the test of profitable re- 
turns, the retailer should reduce 
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his advertising outlay by that 


amount, or divert the same sum to - 


some other vehicle of publicity 
that gives promise of better re- 
turns. 

Large retail advertisers fre- 
quently change their plans dur- 
ing the year, the change augurs 
a good chance for better results, 
but they rarely exceed their al- 
lotted appropriations. 

The budget for the year’s ap- 
propriation should always be 
flexible enough to permit of bene- 
ficial adjustments, and it should 
also carry a reserve for valuable 
opportunities for special advertis- 
ing that cannot always be antici- 
pated at the time of compiling the 
budget and making up the media 
lists. 


Profit 


Stated as a broad principle, the 
retail merchant can afford any 
form of advertising that brings 
his store enough business above 
the cost of the advertising to make 
it profitable and that develops 
business under conditions that af- 
ford reasonable assurance that the 
trade won will be permanent. 

While the average retail busi- 
ness man is striving to reach as 
many people of all classes as he 
can within the shortest possible 
time, he must give some consider- 
ation to the duplication of appeal 
between competing mediums when 
placing his advertising contracts. 

This duplication of appeal, 
caused by the overlapping of the 
circulations of competing news- 
papers in the same territory, is 
not wholly valueless for the retail 
advertiser, but it may be rather 
expensive for the proprietors of 
some specialty stores, because it 
has a tendency to decrease the 
profitability of the advertising 
with regard to its relative cost. 

When there is a morning and 
an evening newspaper in the same 
city, frequently the evening paper 
duplicates a large part of the cir- 
culation of the morning paper. 

In other words, the profitabil- 
ity of the advertising is lessened 
because the proportion of in- 
creased trade from using both 
newspapers simultaneously, usu- 
ally does not equal the ratio of 
the cost of the two-paper adver- 


tising appeal to that of the single- 
medium appeal. 

Many retailers are thoroughly 
convinced that their business is 
benefited more by using small 
space four or five days a week 
than by using large copy once or 
twice each week, except in the case 
of such major merchandising 
events as large special sales, but 
in a field where there are two 
good newspapers, it is not neces- 
sary for the retailer to advertise in 
both mediums four or five times 
every week. 

He may obtain the benefits of 
continuous publicity for his busi- 
ness by using copy of reasonable 
size three days of the week in one 
of the newspapers, and three days 
in the other. 

The most successful retail ad- 
vertisers analyze the newspapers 
in their field and utilize their ser- 
vice accordingly. There is no sane 
argument against the use of more 
than one newspaper where there 
are two good ones. 


Two Papers 


Unless the situation is such that 
one newspaper dominates the field 
completely, in both circulation 
and influence, the merchant will 
usually find it expedient and prof- 
itable to do some advertising in 
both dailies, but he should appor- 
tion his appropriation for each 
newspaper in accordance with the 
relative value, for his particular 
business, of the two mediums, al- 
lotting most of it to the newspaper 
that has the best reputation as a 
result-producing medium for local 
advertising. Only infrequently is 
it good policy to insert the same 
copy in both papers at the same 
time, thus sacrificing maximum 
returns to the tempting conveni- 
ence of such a system. Both mer- 
chandise offers and copy should 
be adapted specifically to the 
character of the newspaper’s 
clientele. 

With the possible exception of 
big special sales, the best policy, 
on a two-paper program of local 
retail advertising, is to advertise 
on alternate days. Important spe- 
cial announcements should, of 
course, be inserted in both news- 
papers simultaneously. 


HARDWARE AGE 











Just 
Among 


Ourselves 


By CHARLES J. HEALE 


Editor, Hardware Age 


Retail Federation— 


Indirectly, the American Retail 
Federation has acquired the Indi- 
ana Retail Hardware Association 
and the Ohio Hardware Associ- 
ation as members, as these two 
state bodies are members of the 
Associated Retailers of Indiana 
and of the Ohio Retail Council, 
both of which have joined the 
Federation, according to recent an- 
nouncements. Having failed to in- 
terest the National Retail Hard- 
ware Association and _ similar 
national organizations in other 
desirable retail fields, it is the ap- 
parent intention of the Federation 
to now seek membership largely 
through state federations, includ- 
ing across section of miscellaneous 
retailers and general state retail 
bodies comprised of various state 
retail groups. The Federation will 
hold its first convention in New 
York City this month. The sessions 
will be devoted largely to organi- 
zation and formulative work un- 
avoidably delayed by the Con- 
gressional investigation and the 
rather sour notes which accompa- 
nied its earliest announcements of 
formation. Although there is some 
dispute about the relative “clean 
bill of health” given the Federa- 
tion as a result of the Congres- 
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sional investigation, the findings 
so far are not startling. And to 
the retail hardware merchant and 
other independent retail groups 
not as serious as the chain store, 
large city, big department store 
and mail order complexion of the 
Federation chief sponsors. It was 
this factor which soured many an 
independent group, notably the 
hardware association, when the 
Federation was first organized. 
This still being the case, the indi- 
rect memberships of the Indiana 
and Ohio retail hardware associ- 
ations may cause some friction in 
the intra-state super retail bodies 
to which they respectively belong. 


$87,000 Refund— 


With so much money going out 
all the time, never to return, it is 
refreshing to learn that the $87,- 
000 unexpended balance to the 
credit of the National Retail Code 
Authority was refunded pro rata 
to the contributing local code au- 
thorities for further proration 
among their members. This step 
taken October 15, 1935, marks 
the formal liquidation of the Na- 
tional Retail Code Authority. It 
is interesting to know that for the 
year 1934 and the first six months 
of 1935 a total of $223,000 was 





collected through the 781 local re- 
tail code authorities. Considering 
the huge, though hopeless, task 
facing this arm of the NRA (until 
the Supreme Court intervened last 
spring) a refund of $87,000 out of 
the total of $223,000 is probably 
a relatively good record for code 
administration work. It repre- 
sents a total expenditure of ap- 
proximately $136,000 for retail 
code administration efforts. It is 
certain that this Code Authority 
was under unavoidable heavy ex- 
pense and within its powers at- 
tempted to make the retail code 
workable and equitable. 


Share the Wealth— 


Exponents of theoretically beau- 
tiful, yet economically impracti- 
cal dreams hate figures and facts. 
From Dr. Townsend, Upton Sin- 
clair and the late Huey Long we 
heard endless schemes to redis- 
tribute the wealth of the country. 
This was usually expressed in 
terms of currency which actually 
is only a phase and token of real 
national wealth. Dr. Ralph C. 
Epstein, Dean of the University 
of Buffalo School of Business Ad- 
ministration, in a recent radio talk 
quoted figures which make most 
“share-the-wealth” schemes look 
silly. He says that if all incomes 
in this country were limited to 
$5,000 a year and the excess re- 
distributed, the average income 
would be increased by just $100 
per year. He further states that 
among 40,000,000 income re- 
ceivers in the United States only 
3,000,000 were subject to income 
taxes. These paid $13,000,000 and 
reports show that only 600,000 or 
about one-fifth (among tax-pay- 
ers) had incomes of $5,000. It is 
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Dr. Epstein’s idea that we do not 
produce enough wealth in this 
country and that the existing un- 
even distribution of wealth is not 
so much the faulty distribution of 
wealth as it is the underproduction 
of wealth. 


What Is Wealth? — 


Most of us talk glibly about 
national wealth in these days, but 
few of us stop to define the real 
meaning and the real basis of 
wealth. Ernest C. Hastings, editor, 
Dry Goods Economist, offers the 
following explanation: 

“The truth is that wealth is 
buying power. If industry had to 
depend upon the 2 per cent of 
Americans who have incomes of 
more than $3,000 a year, there 
would be unemployment lists vast- 
ly larger than those today, for 
buying power lies with the wage 
earner and his pay envelope. 

“To make comparisons with 
the good old days to show how 
badly off our average citizen is 
in this world’s goods may arouse 
discontent with social and eco- 
nomic conditions which the propa- 
gandists wish to change, but it 
does so only because so few folks 
stop to think just how grandfather 
lived. He had an astoundingly 
small amount of wealth to share, 
whether you think of wealth as I 
do—buying power—or as physical 
health, usable goods or money in 
the bank. 

“Grandfather worked twelve 
hours a day or more, six days 
a week, and was a physical wreck 
at forty. Barely one out of five 
hundred of his acquaintances 
could afford a horse and buggy. 
The only newspaper he got, if he 
lived outside a large city, -was 
days or weeks old. When he 
wanted a boiled egg, grandmother 
had to stir. up the fire. When he 
wanted light, he trimmed up the 
old oil lamp. When he wanted 
heat he swung an axe on the wood- 
pile. When he wanted a new pair 
of pants, grandmother laid out 
the cloth on the floor to cut, and 
wielded the shears and needle her- 
self. 

“There was no motor car to run 
him around to the neighbor’s for 
company, or into town on busi- 
ness. There was no electricity at 
the end of a plug to cook his 


breakfast, light up his reading 
matter, iron his shirts. There was 
no oil burner or gas furnace to 
warm his toes. No radio to amuse 
or instruct him at all hours. No 
air conditioning to guard his 
health. No mechanical refrigera- 
tion to keep his food pure and 
sweet.” 


True Wealth— 


Continuing Mr. Hastings says: 
“Those things are items of wealth, 
true wealth, available to the ma- 
jority of people today. How did 
they arrive on the scene? Not by 
taking grandfather’s bank roll and 
making a divvy around the neigh- 
borhood, but by making oppor- 
tunities for people to work and 
earn bigger and bigger wages in 
more and’ more new industries, 
until so many new things were 
produced that the man with the 
big income couldn’t buy them all, 
so they slopped over into the next 
lower income class, and so on 
down to the average citizen. 

“We take all these necessities 
and convenience so much for 
granted that we don’t think of 
them as wealth; but that’s what 
they are. The system of produc- 
tion and distribution we have 
known, faulty as it undoubtedly 
is, has been a far more efficient 
spreader of wealth than any em- 
pirical system ever has been or 
ever can be. When loose talk 
about sharing the wealth goes 
around, the hearers think of paper, 
not of what the paper stands for. 
If paper is what they want te 
share, there is more of it in the 
wrappings, around the week’s gro- 
ceries than in twenty one-dollar 
bills. Plenty for everybody. But 
the only wealth that is sharable 
is in things, for which work and 
wages are traded.” 


Farm Population— 


With a great bulk of the retail 
hardware business of this country 
depending largely upon the farm 
trade and the farmer’s ability to 
buy, it is important to consider 
some facts offered recently by the 
Review of Reviews Weekly. This 
publication states: “The farm pop- 
ulation is now the largest in the 
nation’s history, even if not the 
largest segment of the population 


generally. Farm folk numbered 
32,799,000 last January 1, a gain 
of 270,000 from the year previous. 

“The movement from farms to 
towns and cities included some 
994,000 people during 1934. But 
some 783,000 wearied of city life 
and went back to the farms. The 
net loss was 211,000 persons, 
which was more than offset by the 
surplus of 481,000 births over 
farm deaths during the year. Ap- 
proximately the same gain was 
registered in 1933 also, a fact mass 
distributors of goods cannot over- 


look.” 


Berry Conference— 


December 9 was a hectic day 
in Washington. Major Berry’s 
conference was held that day in 
an obvious effort to salvage some 
part of the former NRA through 
the expedience of new legislation 
governing working hours, etc. It 
was the hope of the Major that 
organized business, meeting with 
him, would sponsor such a move. 
But from all accounts the confer- 
ence broke up in a row which in- 
cluded an exchange of uncompli- 
mentary remarks nearly leading 
to an open fist fight. Approxi- 
mately half of those invited actu- 
ally attended and it was quite evi- 
dent that the majority of those 
representing business were not in 
favor of any form of continued 
NRA, even under another name. 
Organized labor was present spon- 
soring union recognition and a 
30-hour working week or some 
similar form of reduced working 
hours as a means of reducing the 
unemployment which continues. 
The conference was conducted 
along the lines familiar to those 
who attended NRA sessions. The 
government’s spokesman made a 
lengthy statement regarding unem- 
ployment, elimination of unfair 
tactics in business, etc. Then the 
conference was to break up into 
industry groups for recommenda- 
tions on the subject. It would ap- 
pear very doubtful if any “busi- 
ness-sponsored” new NRA can be 
developed although it is believed 
that Washington will continue the 
effort to bring this about. 
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EN who have given a half a century or more 
of service to the hardware business merit 
some special recognition, as well as the ac- 

claim of the entire industry. The Hardware Age 
FIFTY-YEAR CLUB is dedicated to that purpose. 
There are no dues, obligations, rituals, conventions, 
or assessments, and men who entered the hardware 
business prior to 1885 are eligible. HarpwARE AGE 
salutes these half-century veterans and will welcome 
additional members: 


FRANK J. FREY, who re- 
cently became president and 
treasurer of Geuder, Paeschke 
& Frey Co., well-known manu- 
facturers of tin ware and re- 
lated products, Milwaukee, 
Wis., has been in the company’s 
service for 53 years. When Mr. 
Frey first went with the com- 
pany, as secretary and trea- 
surer in 1882, it was an Illinois 
concern, and its name was the 
Geuder & Paeschke Mfg. Co. 
Under this same name the com- 
pany became a Wisconsin firm 
in 1888, with Mr. Frey continu- 

FRANK J. FREY ing in the dual capacity of sec- 

retary and treasurer. In 1909, 
his name was incorporated into that of the firm, and it 
became the Geuder, Paeschke & Frey Co., with Mr. Frey 
again continuing as secretary and treasurer. Following 
the recent passing of the late Charles A. Paeschke, then 
president of the company. Mr. Frey was elected to head 
the company, and in addition, continues to serve as its 
treasurer. He is a member of the Wisconsin Manufac- 
turers Association, National Association of Manufacturers, 
Milwaukee Association of Commerce, and other civic, com- 
mercial and industrial organizations. At 76, the hobby 
from which he derives the greatest enjoyment is motoring 
off the beaten tracks, on the little traveled byways and 
side-roads, where he is thrilled by the beauty of the 
countryside. 
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J. D. MOORE has the 
unique distinction of having 
been president of the Moore- 
Handley Hardware Co., whole- 
salers in Birmingham, Ala., 
since 1882, the year the com- 
pany was founded. At 86 he is 
as interested in the wholesale 
hardware business and, natural- 
ly, in the retail hardware busi- 
ness as he was when he started 
53 years ago. He is an ardent 
Rotarian and a member of the 
Methodist Church, in both of 
which organizations he has 
been most active. He is a past- : 
president of the Southern J. D. MOORE 
Hardware Jobbers Assn., and 
of the National Wholesale Hardware Assn., and for 16 
years was chairman of the Jefferson County Board of 
Education in Birmingham, Ala. For a long period of years 
he has been a familiar figure at major wholesale and man- 
ufacturing conventions of the hardware business, and is 
one of Alabama’s outstanding and leading citizens. 





WILLIAM C. NELSON, 
Western sales manager of the 
American Screw Company 
Providence, R. I., in charge of 
the company’s Western depot 
in Chicago, has been a reader 
of HarpwareE AcE for 50 years. 
Mr. Nelson, who is 67 years old, 
entered the employ of the 
American Screw Company’s of- 
fice on Oct. 31, 1885, at the age 
of 17. His 50 years in the hard- 
ware business, and with the 
same company was thus but 
recently completed. When he 
' began working for American, 

WM. C. NELSON he was engaged by the late 
Henry A. Taylor, then manager 
and Western sales agent for the company. After working 
in the office and depot for nine years, he went on the road 
as a salesman in 1894, with Illinois, Wisconsin, Minnesota 
and Iowa as his territory. When his former chief 
retired in 1927, Mr. Nelson succeeded him as Western 
sales manager. He was recently suprised and delighted to 
receive a 50 year gold service emblem from the American 
Screw Company at Providence. 
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When Christmas “" Zero 


ESPITE the many warn- 

ings to shop early there 

are customers who persist 
in leaving their needs unfilled un- 
til the last minute. And, for that 
matter there are merchants who 
leave their Christmas appeal un- 
made until the zero hour nears. 
For these we present this pair 
of “last minute” window displays, 
and our artist-display man has 
done himself proud making clever 
designs that will surely attract at- 
tention. Using the HARDWARE AGE 
interchangeable display fixtures 
as a background and foundation 
for the displays, he has presented 
regular hardware merchandise in 
a setting that makes it ideal as 
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Christmas gift goods. The one- 
handed clock will arrest attention 
of laggards and point out the 
exact number of days left for 
shopping. The hand is arranged 
on a dowel pin and is movable 
each day. This drum-shaped sign 
may be done on light paper and 
a light placed behind it to add 
effectiveness. At the bottom of 
this page will be found the ar- 
rangement of the HARDWARE AGE 
interchangeable display fixtures 
before the merchandise has been 
introduced. 

In the window for the “absent 
minded Santa Claus” there are 
two alternatives in regard to the 
poster. The Santa may be painted 


on the surface of the center panel 
of the Harpware AGE _inter- 
changeable display fixtures or it 
may be done on a separate poster, 
a hole cut in the panel and light 
used in conjunction with the 


This arrangement of fixtures is used in 
the window above. 














HARDWARE AGE 
































Hour 


poster to give it an extra plane. 
The arrangement of fixtures for 
this window will be noted at the 
foot of this page. The chart for 
easy mapping of the poster is also 
printed herewith. 


This arrangement of fixtures is used in 
the window on this page. 
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A chart to help produce the poster for 
the window above. 


You may be tempted to neglect 
your _ last-week-before-Christmas 
windows, because of the rush, but 
it will be a grave mistake. As 
you know a heavy end of the 
Christmas buying is done during 
the last hectic days, but many 
sales go to those stores whose 
windows and displays suggest 
freshness of merchandise and full 
stocks. Don’t let your windows 
loked tired.and exhausted. These 


windows are arranged to make a 


showing with a limited amount of 
merchandise from stock. Set them 
up and keep them working right 
up until Christmas Eve. 

This is the season to “let your 
light so shine” that men will see 
your good window work. Do not 
spare the illumination—it works 
wonders with merchandise, mak- 
ing it appear at its best or better. 
There will be many marks from 
juvenile noses un the window, so 
do not forget to polish the glass 
for the final display before 
Christmas. 

This is the last of 1935’s win- 
dow suggestions and HARDWARE 
AGE expresses a sincere greeting 
to the thousands of window trim- 
mers who have indicated their in- 
terest in the suggestions through- 
out the year, and wishes them a 
successful 1936. With the next 
issue the new ideas for the new 
year will appear. Goodbye, 1935 
—Hello, 1936. 
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What Our Readers Say 


Many Wholesalers and Retailers Ex- 


press Appreciation for Hardware Age 
Directory and Catalog Edition 


Last Word 
VickspurG, Miss.—Received a 
copy of the Directory “Who 


Makes It?” dated September 26, 
and wish to say that this will be 
very handy in our office for look- 
ing up different manufacturers 
and lining up certain classes of 
goods. We are not in position to 
state at the present time whether 
or not we can improve on it, but 
from our limited knowledge of 
it, looks like it is the last word, 
and we are very thankful for the 
book. 
C. J. O'NEILL, 
O’Neill-McNamara Hardware Co. 





Handiest 


Fort WortH, Tex.—The direc- 
tory was received in first-class condi- 
tion and we are very much pleased 
with it. It is one of the handiest 







ELEMENTARY, 
WATSON, 
ELEMENTARY, 


directories we have ever seen and is 
of great assistance to us in locating 
merchandise. 
Cuartes E. Nasu, President, 
Nash Hardware Company. 
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Hits the Top 


Mempuis, TENN.—Your 1935 edi- 
tion of “Who Makes It?” has been 
received. There is a wealth of in- 
formation contained therein for us 
and our buyers use this directory 
continually and find it most helpful 
in answering questions that are fre- 
quently asked us by our customers 
concerning merchandise that we are 
not familiar with. 

This book is exceedingly useful 
and the only comment that I have 
to make is that you have accom- 
plished this year the seemingly im- 
possible when I say that this book 
is superior to any you have pub- 
lished before because the last one 
seemed to be just as fine a directory 
as it was possible for you to publish. 

L. M. Stratton, Pres., 
Stratton-Warren Hdwe. Co. 





Finger-tip Information 
Boston, Mass.—I have received 
the Directory number of Harp- 
WARE ACE in good condition. 
It is particularly interesting 


and valuable to me as most of 
my work is in the credit end of 
our business, but when I have to 
look up something about mer- 
chandise the HarDwaRE ACE Di- 
rectory enables me to locate the 
information quickly. 

It is a valuable reference book 
for everyone in our organization. 

James N. Jones, Asst. Treas., 

Decatur & Hopkins Company 





Used Constantly 


Bancor, Me.—We received our 
copy of the Directory in good con- 
dition. Our buyer tells me that 
he uses it constantly and finds it 
a very valuable help. 

F. E. Bracc, President, 
N. H. Bragg & Sons 





Just In Time 


RicuFieLD Sprincs, N. Y.—We 
wish to thank you for our copy 
of the 1936 “Who Makes It?” To 
emphasize the usefulness to us of 





this directory we can only say that 
it had been here but a few hours 
when we used it for reference. We 
find it one of the most welcome 
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sources of information that we have 
in our office. 
Thank you again for this direc- 
tory, we remain, 
Joun A. Losez, President, 
Buchanan Hardware Co. 





Best Reference 


PorTLAND, Me.—We have re- 
ceived our copy of the Directory 
“Who Makes It?” We wish to 
thank you for sending us this 
large Directory and we might say 
it is the best reference guide in 
our files and is used daily. 

J. W. McLean, 
Treas. & Gen. Mgr., 
Edwards & Walker Company 





Indispensable 


Batu, Me.—We acknowledge 
with thanks receipt of the Sept., 
1935, issue of the hardware direc- 
tory, which we find indispensable. 

Wa tTER C. Rocers, 
C. W. Rogers, Inc. 





‘Websters’ of Hardware 

Otean, N. Y.—We are in receipt 
of our copy of “Who Makes It?” and 
take this opportunity to express our 
thanks. 





We find it a very valuable direc- 
tory and use it often to great ad- 
vantage. 

The writer calls it the “Webster’s’ 
of the the hardware business, 

H. F. Park, Buyer, 
Miller Hardware Company. 
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Good Piece of Work 


HorseHEaps, N. Y.—Directory 
received O.K. We use it on an 
average of once per week. The 
Directory is a good piece of work. 


Rockwell-Hewitt Hdwe., Inc. 





Serves Vital Need 


Dover, N. H.—We have re- 
ceived the new directory and it 
arrived in a very fine condition. 
I do not believe it would be pos- 
sible for us to carry on the hard- 
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ware business without this most 
complete directory. We refer to 
it almost every day. 
Harotp FE. Crark, 
J. Herbert Seavey 





Ads Perfectly Arranged 


Roanoke, ALA.—The HARDWARE 
AcE Directory sent came to us in 
good shape. The arrangement of 


NICE ARRANGEMENT 
OF THE ADS / 





ads, etc., seems to be perfect. It 
is a great help. We frequently re- 
fer to it. We appreciate it very much. 
R. W. GriFFIn, 
Griffin Hardware Co. 





Wonderful Edition 


PittspurGH, Pa.—The Direc- 
tory issue is a wonderful edition 
and will use it in look up and 
for reference, etc. We congratu- 
late you. 

H. J. Mences, Sales Mgr., 
Joseph Woodwell Company 





Brought Profit 


Los ANGELES, CaL.—The Hard- 
ware Age Directory helped us many 
times to locate items that we are 





able to sell at a nice profit, which 
would have been passed by had we 
not had access to this book. 
No doubt, you will be glad to have 
this information, and beg to remain 
Va. F. MANTGER, 
Bennett-Montgomery Hardware Co. 





_Used All Year 


Berea, Outo.—Received O.K. 
We use it throughout the year in 
our effort to get anything any 
customer wants. 

Brown Hardware Co. 





Used Every Day 


Utica, N. Y.—We are glad to say 
that we find the Harpware AcE Di- 


rectory very useful. To begin with, 
it is the only directory of which we 
receive a yearly copy which assures 
us of up-to-date information at all 
times, and we probably refer to it 
at once each day to find the name 
or address of a manufacturer. 

We also appreciate your listing 
the trade names, as often that is the 
only available information we have 
of an article and from that we must 
obtain the manufacturer’s name. 

FRANK DOYLE, 
Doyle Hardware. 





On Every Desk 


Vircinia—We beg to say that we 
are more than pleased with the 
Harpwake AGE Directory and it has 
been an unusual help to us and we 
refer to it most every day. 








Several times lately, we have 
wanted to secure some information 
in reference to certain articles and 
we were unable to find the same in 
other directories, but upon referring 
to the Harpware AcE Directory, we 
had no trouble locating it. We keep 
one on every desk in the house, so 
we will have no trouble in finding it 
and at the same time have it con- 
venient. 

We know of no directory as satis- 
factory as yours. We do not know 
whether you want to use this letter 
for publication, but we would rather 
for you not to use our name, al- 
though we have no objection to your 
using the letter. 

A VircintiA WHOLESALER. 





Pictures In the Ads 


Scranton, Pa.— This will ac- 
knowledge with thanks receipt of 
your 1935 issue of the “Who Makes 
It?” directory. 

We find this directory very use- 
ful in serving our trade as we find 
the names of manufacturers who 
make items that are not ordinarily 
called for. We think the directory 
would be more useful if it contained 
more illustrations of the items listed. 

We received the catalog in good 
condition. 

MicHAEL Katz, 
Snee & Sunday Company. 
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Our Basement is Headquarters for N 


; Our Store is a Good Place to Do Your Christmas Shopping. : 
It is Full of Useful Gifts for Every Member of the Family | 


WILCOX HARDWARE CO. 
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'Is Brim Full of Toys: 
‘for All the Kiddies 


| Balls, Drums, Trains, Wagons, Games and All Kinds of 


Toys—For Girls and Boys 


SANTA CLAUS 





Eighty Years of Quality Hardware 
Adrian, Mich. 
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Basement ‘Toy Department 
Brings Em ‘Through 


HE Wilcox Hardware Co., 
Adrian, Michigan, took on 
a line of toys a year or so 

ago as a means of adding to its 


store traffic at Christmas time. 
The only place available for the 


28 


display was in the basement, 
usually doing service for a high- 
class showing of bathroom fix- 
tures, and heating apparatus. 
Many have maintained that the 
entrance to the basement, whether 


the Store 


bargain basement or otherwise, 
should be at the front of the store, 
but the layout of the store of the 
Wilcox company happened to 
have the stairway to the basement 
at the rear and the company did 
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not care to make the necessary 
extensive alterations to move it 
up front. Since the toy depart- 
ment has been established the rear 
stairway has apparently been a 
good thing. It has made it neces- 
sary for customers, including 
many women, to pass through the 
entire length of the store to get 
to the toy department and then 
through it again when leaving. 

In many parts of the store reg- 
ular hardware lines are presented 
in an attractive holiday display, 
and items of large and medium 
price range are exposed to a 
double inspection. This constant 
contact cannot help meeting with 
a good percentage of sales. 

The store is of a good width 
for displaying merchandise, and 
modern open display tables and 
attractive windows hold their own 
with any Christmas gift selling 
store in town. This element is an 
important one. Plenty of light- 
ing and well-selected items help 
a great deal to produce this. 


Welcomes Chains 


The Wilcox store is nestled in 
among chain and mail order 
branch stores. R. T. Davis, in 
answer to our inquiry as to the 
effect of these stores on his busi- 
ness, seemed actually thankful for 
their close proximity. He said 
he was only glad they had not 
decided to go to the other side of 
town. They bring crowds to that 
particular part of the business 
street and their merchandise is 
only slightly in competition with 
his. In the main the hardware 


Wilcox Hardware Co., 
Adrian, Mich., finds add- 
ing Toys to its regular 
line of hardware is a 
means of adding Christ- 


mas store traffic. 
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store’s merchandise, inc'uding gas 
ranges, quality washing machines 
and refrigerators, can benefit by 
comparison with the mail order 
store. The very low price five and 
ten-cent stores attract customers 
who wish to purchase unimportant 
items for Christmas, tags, seals 
and fancy wrapping papers. These 
customers usually come to the 
hardware store that is near the 
five and ten to purchase table 
lamps, electrical appliances, and 


toys. So the chains do not rattle 
Mr. Davis. 

Newspaper advertising is used 
in good-sized space. The Wilcox 
store does not believe it possible 
to maintain a place in a com- 
munity’s important business struc- 
ture without advertising. The ad- 
vertisements carry items from $1 
to $21.50. All are items that would 
be acceptable to anyone as gifts. 
The ads and the store merit and 
receive Adrian’s attention. 





Norvell's Article on Compensation 
Inspires Letters from Salesmen 


N the October 24, 1935 issue of 

Harpware AGE, Saunders Nor- 

vell contributed, at the request 
of the editors, an articlé entitled, 
“Hardware Salesmen’s Compensa- 
tion.” This has provoked widespread 
interest among salesmen’s organized 
groups and has been discussed in- 
formally by salesmen wherever they 
meet. From three particularly in- 
teresting letters by salesmen we 
quote in part. The names and 
identity are withheld for obvious 
reasons. 

A New Jersey retailer, formerly 
a salesman, makes the following 
observation: “Have been a_ hard- 
ware jobber’s salesman, for past 
fifteen years, and truthfully, though 
my concern, and other jobbers have 
risen to great heights, the salesmen, 
who have actually helped bring 
these jobbers to the front, are no 
better off today, than they were, 
when they started with these job- 
bers. So why can’t the salesmen 
either have an organization to have 
a retirement fund, or have the job- 
bers have a fund, for those whose 
services are no longer desired, after 
a period of years? It is really a 
necessity. Take a certain jobber, 
who after fifty-eight years in busi- 
ness, dissolved his business. The 
salesmen, who spent a good portion 
of their lives there have to start all 
over again.” 

A far western traveling man 
writes as follows: “Manufacturers 
are not fair to their commission men 
in the field. lst—by not giving them 
credit for all orders received from 
a definite territory. 2nd—after a 
line is established—falling for this 
‘we expect you to give us the com- 
mission you pay your agent, as it 
isn’t necessary for him to call on 
us.” What if that line of reasoning 


was used on the jobbers’ cus- 
tomers?” 

From a veteran hardware sales- 
man in the mid-west comes an 
equally interesting opinion based on 
his own experience both as a manu- 
facturers’ agent and as a salesman 
for a wholesaler and later for a 
manufacturer. His somewhat criti- 
cal comments, in part, follow: “In 
my selling experience of more than 
twenty years I have worked on both 
a salary and on a commission basis. 
Fundamentally, there should be but 
little difference, if any, between 
these two forms of compensation. 
The net income should be about the 
same from either plan. If a manu- 
facturer figures on a selling cost of 
10%, then the man on a salary is 
entitled to a salary equal to 10% 
of his gross sales, less of course his 
expenses, and a possible hold out to 
take care of the lean years. Figured 
on this basis it would make little 
difference whether the salesman 
were on a straight salary or com- 
mission basis. There are, however, 
other elements that enter into the 
situation. 

“Next in importance to a manu- 
facturer’s goods is the territory in 
which he sells his goods and a given 
territory is just as important or 
valuable to him whether his sales- 
men work on a commission or sal- 
ary. If through his selling arrange- 
ments, let us say a commission basis 
of some sort, he is getting only a 
part of the business a given terri- 
tory should produce, then certainly 
it is costing him more than the 
selling commission he might be pay- 
ing. It is poor business for a 
manufacturer with sufficient capital 
and not handicapped by a short line 
to give his line to a salesman trying 

(Continued on page 58) 
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Farreys Harmonize Builders 


Miami Beach Firm Renders a “Plus Service” to Archi- 
tects and Home Builders Stressing Better Grade Hard- 
ware in Keeping with Architectural Motif of Home 
Under Consideration. Have Outstanding, Complete 
Attractive Display Studio to Back Up Intensive Out- 





4 : HE builders’ hardware de- 
partment of the Farrey Hard- 
ware Co., Miami Beach, 

Fla., has a plus in completeness, 

style and arrangement. It is really 

a studio, a joy to both architect 

and home builders seeking ideas, 

designs and harmony in hardware 
for homes. Thoroughly practical 
in its display plan it ranks among 
the best builders’ hardware rooms 
in this country. It is a place of 
business which does credit to 

Miami Beach’s unusually large 

current building program which 

averaged more than one million 
dollars a month in home building 

for the first six months of 1935. 

When leading hardware manu- 
facturers and southern hardware 
wholesalers met jointly in Miami 
last April, the new Farrey store 
was the “talk of the convention,” 
particularly the builders’ hard- 
ware rooms located on the mezza- 
nine which delighted the many 








side Selling Efforts. 


builders’ hardware manufacturers 
in attendance. 

Farrey’s is a busy hardware 
store. The entire first floor, “L” 
shaped, offers a general line of 
hardware, paints, housewares, 
novelties for the many tourists, 
sporting goods, etc. Heavy build- 
ing supplies are stored in the rear 
and the entire mezzanine devoted 
to builders’ hardware and related 


goods such as fireplace equipment, 
bathroom fixtures, accessories and 
cabinets, curtain rods, etc. This 
particular end of the business 
dominates its activities and has 
grown steadily with the growth of 
Miami Beach. Starting as a small 
store some years ago catering to 
the general neighborhood trade 
the firm began active solicitation 
of prospective home builders, 













Below — W. Vincent 
Farrey, I. Lloyd Far- 
rey, Mrs. J. J. Farrey 
(mother of these three 
boys and also manager 
of the business) and 
Francis X. Farrey in 
front of their Miami 
Beach, Fla., store. 

















Vincent Farrey working on blueprints 
in the workroom in the corner of the 
builders’ hardware display studio. 
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building contractors and archi- 
tects to sell them hardware, paints 
and supplies. 

From this start the general fin- 
ishing hardware and related goods 
department and business was de- 
veloped. Although a great many 
orders are finally written and ob- 
tained in the beautiful showroom 
pictured on these pages, practical- 
ly every account on the books is 
actually solicited many times. In 
other words this attractive display 
room helps clinch the sale but the 
business is fundamentally obtained 
or started by constant outside 
selling effort. At all times the 
three Farrey boys strive to bring 
prospects to the store feeling sure 
that in the pleasant and comfort- 
able surroundings of their “stu- 
dio” the prospect must be im- 
pressed with the store’s ability 
and facility for handling a really 
complete supply purchase incident 
to building a home. 

Comfortable modern chairs, 
ash trays and modern tables facili- 
tate the handling of the prospect. 
Samples, a most complete line, are 

available instantly but to avoid 
confusion are shown one at a time. 
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Three good views of the unusual 
builders’ hardware display studio, a 
feature of the Farrey Hardware Co., 
Miami Beach, Fla. 


Neatly placed in the wall cabinets 
shown in the photos, there is not 
a tendency toward confusion de- 
spite the large and varied stock 
of samples carried at all times. 
Farreys endeavor to work with 
and study the plans of the home 
being constructed... They have 
studied design, s mple fundamen- 
(Continued on page 52) 
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Hardware Curiosities 


By ROBERT PILGRIM 


Copyright, 1935, by Hardware Age 








TABLE STOVES \\KE THE ABOVE 
WERE USED IN 18 TH CENTURY ENGLAND 
TO KEEP TEA WARM! CALLED THE “TEA 
TACKLE," 17 WAS A STOVE AND JEAPOT 
COMBINED 











ANEW DEVELOPMENT 
IN SWITZERLAND. 
ABOUT TWO FEET 
LONG, SHAPED LIKE 
SMALL SKIS, THEY 
ARE DESIGNED 

FOR SKATING ON 
SNOW 




















A SHOVEL, INSTEAD OF A HEADSTONE, IS 
PLACED ON GRAVES BY NATIVES OF DUTCH 
NEW GUINEA / (A/ ORDER THAT THE CORPSE 

IF IT RETURNS JOLIE, CAN 1G /T6 WAY OTL) 























A CLOCK ,MADE ENTIRELY OF WOOD, TO THE 
SMALLEST WHEEL, HAS BEEN CONGTRUCTED 
BY A EUROPEAN CONVICT. 30 DIFFERENT 
WATCHES, EACH SHOWING THE CORRECT 
TIE IN ONE OF THE WORLDS PRINCIPAL 
CITIES, ARE CONTAINED IN THE QUEER: 
TIMEPIECE 
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The Pros and Cons of 
State Taxation of Trademarks 


HE study of prospectuses 
| by the Washington and the 
various state security com- 
missions has developed a lot of 
discussion in regard to the value 
of trademarks. These commissions 
are mainly composed of political 
state lawyers, and at hearings be- 
fore their approval of security 
issues, they have been receiving a 
very liberal education on this sub- 
ject. I have attended several of 
these hearings, and I am convinced 
the whole subject of the value, the 
taxable possibilities and the legal 
standing of trademarks will be 
very much in the spotlight the next 
few years. It is therefore of im- 
portance that executives of cor- 
porations who are pushing and 
advertising their trademarks 
should give careful study not only 
to the legal aspects controlling 
trademarks, but also to the loom- 
ing possibility of an addition to 
their taxes, by reason of trade- 
marks being placed, especially by 
the various states, on the list of 
easy sources of revenue. 

In this article I wish to give 
special credit to a very valuable 
book called “Nationally Estab- 
lished Trademarks” published by 
the Periodical Publishers Associa- 
tion of 10 E. 40th St., N. Y. C. 
This book not only publishes sev- 
eral hundred trademarks on vari- 
ous lines, but also gives a brief 
history of each trademark and the 
amount of money spent by each 
corporation in magazine advertis- 
ing the past two years. From this 
book I quote the following perti- 
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nent remarks on the subject of 
trademarks: 

“In 1923 this Association is- 
sued a study entitled ‘300 Trade- 
marks That Stand Out Conspicu- 
ously Among The 160,000 That 
Have Been Registered in The 
United States Patent Office.’ Each 
of these trademarks represented 
goods of national distribution and 
of the general consumer type. It 
will be of interest to appraise 
these firms ten years later—from 
information available as of the 
end of 1933. 

“The total number of compa- 
nies represented by these 300 
trademarks was 267. Of these 
only eight, or 2.9 per cent, are no 
longer in business—and that at 
the ‘end of the worst depression 
in our history’. 

“Of the remaining 259 com- 
panies, 44 have been sold or 
merged into other companies. In 
most cases this means that they 
were successful enough to be de- 
sired by such organizations as 
General Foods Corporation. Of 
these 44, the trademarks of 36 are 
still actively in use. 

“The names of 26 of the origi- 
nal 267 companies were changed 
without merging—17 of them tak- 
ing the name of the advertised 
product as the new firm name. 

“From the above facts, some 
conclusions seem fairly obvious: 


“1—Firms which had nationally 
advertised goods with estab- 
lished trademarks showed a 
surprising vitality. 

“2—Companies which advertise 


nationally long enough to es- 
tablish a trademark tend to 
become confirmed and con- 
sistent advertisers even in a 
depression. 


“The United States Patent Of- 
fice defines a trademark as fol- 
lows: ‘A trademark is a distinctive 
word, emblem, symbol or device, 
or a combination of these, used on 
goods actually sold in commerce 
to indicate or identify the manu- 
facturer or seller of the goods.’ 

“The idea of trademarking 
goods is so well established that 
we seldom stop to think of the 
reasons back of the practice. Why 
should a manufacturer identify his 
products? He may by error put 
out some inferior goods, some 
part of his production may not 
meet with public favor; a portion 
of the prospective buyers may not 
like him. In any such case, the 
trademark makes it simple and 
easy for the consumer to discrimi- 
nate against him. On the other 
hand, the worst sweat shop opera- 
tor may sell his unidentified prod- 
ucts even to his neighbors who 
despise him. 

“Despite this, many manufac- 
turers go further. They spend 
large sums of money in advertis- 
ing to establish their trademarks 
in the mind of consumers, and to 
tell the advantages of their prod- 
ucts. Obviously, this will only 
make the user more resentful if 
the goods do not, in use, justify 
the claims. The advertising will 
keep the trademark in the mind 
of the dissatisfied user. Truly, 
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the trademarking and advertising 
of goods change the old order of 
caveat emptor to one of caveat 
vendor. 


“The manufacturer of trade- 
marked advertised products vir- 
tually makes this announcement to 
the public, ‘These are my goods— 
I made them. I have confidence 
enough in them to put my insignia 
on them. I spend my money to 
tell you about them, and the uses 
for which they are intended, I ask 
you to try them. If you do not 
like me or my products, it is easy 
for you to avoid patronizing me. 
If, on the other hand, you do like 
my goods and do wish to give me 
your trade, it is simple for you 
to do so.’ Thus, this method of 
distribution becomes a truly demo- 
cratic process—a genuine refer- 
endum with the consuming public 
as the sole judge. 


“Each year there are about 12,- 
000 new trademarks registered— 
1924 showed the highest point 
with 15,749, while 1933 with 9613 
was the lowest in 13 years. Even 
after eliminating those not used 
on goods of general consumption 
and those that are sectional only, 
it is evident that only a compara- 
tively small percentage of the re- 
mainder ever become nationally 
established trademarks.” 


In Printers’ Ink of October 31, 
1935, Paul Struven of the Trade- 
mark Service Company writes an 
article full of valuable informa- 
tion in which he gives the reasons 
why owners of trademarks should 
be willing to pay a tax for having 
them registered by the states. 
From his article I quote as fol- 
lows: 


“The subject of State trademark 
registration is coming before the 
American people more and more 
every day. It will be brought home 
with the full force and effect of its 
true meaning during the year 1937 
when the legislatures of many of the 
various states will enact either new 
trademark laws or will amend their 
present trademark laws. This sub- 
ject is of vital importance to every 
manufacturer because it affects his 
trademarks and the corresponding 
good will of his business, and even 
his entire advertising investment. 

“The subject of state registration 
concerns not only trademarks but 
goes even deeper in the commercial 
and economic rights and the powers 
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of the state itself. State rights is 
not a new subject, and while the 
Federal Government retains mother- 
hood of the states, it is the states 
themselves who are the people. The 
individual states may enact any laws 
they see fit not in violation or in 
contradiction of the United States 
Constitution. The new sovereignty 
(The States) is not a passive fig- 
urehead * * * what it creates it 
may condition. (240 U. S. 403.) 


“These individual States are, of 
course, looking for revenue and 
taxes of all kinds, particularly in 
these days of financial distress and 
unbalanced budgets, but the para- 
mount issue and the paramount in- 
terest in state trademark registra- 
tions are not so much the question of 
revenue for the state itself, but it is 
the provision of exclusive rights for 
trademark owners and _ protection 
thereunder. 


“National advertisers and trade- 
mark owners receive, first, a benefit 
from the other individual states in 
which they are doing business under 
their trademarked merchandise for 
which the state received nothing so 
far as the trademark goes. If a man- 
ufacturer may sell thousands of dol- 
lars’ worth of merchandise through 
his trademark in an individual state, 
is it not fair taxes, as you may wish, 
for the perpetual right or privilege 
of using his trademark within the 
borders of that individual state? The 
state will perpetually prevent sim- 
ilar registrations of the trademark 
registered, not only for his class of 
merchandise, but similar items, and 
will give said manufacturer as near 
an ‘exclusive right’ as may be ob- 
tainable. 


“Eminent attorneys have recom- 
mended that state registration of 
trademarks is highly advisable. 
First, because it eliminates costly 
litigation. Second, it brings to 
speedy justice the trademark pirate 
and infringer. Third, in most of the 
states statutes provide for fines and 
jail penalties for infringement of 
trademarks which have been regis- 
tered. Fourth, the Federal office 
will grant registrations of any trade- 
mark which may be exactly like one 
already registered for a different 
classification, and again, it grants 
registrations for similar trademarks 
for similar products and many other 
inconsistencies not found under 
State law. These inconsistencies, 
comprising interference, cancella- 
tion and opposition proceedings, are 
very costly and do not determine the 
trademarks rights or who is the 
rightful owner of the trademark. 


“The regulation of the registra- 
tion of trademarks in the various 
states is not near the burden that 
it appears. It certainly is not costly 
when compared with the amount of 
business to be done in the individual 
states for the exclusive protection 
obtained in return. No one would 
ever for a moment think of erecting 
a ten-million-dollar factory without 
spending an additional several 
thousand dollars for an adequate 
fire protective system, or other ade- 
quate insurance. Nor would any 
sensible executive for one moment 
think of transferring ten million 
dollars in cash, from one public 
place to another without the best 
protection possible. 


“An amended or new state law 
that would provide for the registra- 
tion of one trademark to one owner 
for a least one classification of mer- 
chandise would in the short period 
of ten years eliminate all unfair 
competition and trademark infringe- 
ment insofar as trademarks are con- 
cerned in said individual state. The 
saving in litigation fees alone and in 
the discarding of semi-advertised 
trademarks would be many times 
more than the combined cost of reg- 
istration of all known trademarks. 


“Now for the profit motive of 
service companies or trademark 
lawyers who would benefit by the se- 
curing of these thousands of new 
registrations. The states could make 
the forms for application as simple 
as the Federal Government’s, and 
the applicants could file the appli- 
cations themselves, and the only ne- 
cessity for calling in service com- 
panies or trademark lawyers would 
be in cases of confusion. After sev- 
eral years of such registrations, con- 
fusion would be eliminated because 
it would be impossible for anyone to 
secure the registration of a trade- 
mark already registered by another. 

“Perhaps this particular point 
would seem like blackmail or a bur- 
den on the true trademark owner. 
But with legal notice the trademark 
owner should be the first to register 
and it is the duty of his attorney to 
advise him, and if he is guilty of 
laches he cannot please ignorance 
of the law. The Federal registra- 
tion of trademarks is based upon 
common law usage. The use of a 
trademark in one or two states does 
not give protection to said trade- 
mark all over the United States be- 
cause the United States has no com- 
mon law. (Wheaton vs. Peters, 38 
U. S. 591). And the individual 
states have the right to determine 


(Continued on page 52) 
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ADVANCES BECOMING EFFECTIVE 


Pitcher and Other Spout Pumps 


Locks and Lock Sets 
Copper Rivets and Burrs 
Carriage and Machine Bolts 
Cast Iron Sash Weights 
Lag, Tire and Plow Bolts 
Hot Pressed Nuts 


Copper 


December 
19th 
1935 


DECLINES BECOMING EFECTIVE 


Prepared Roofing Products 


REFLECTING FIRMER TREND 


Steel Sheets and Roofing 


Auto Tires 


B and Dry Batteries; also Unit Cells 


Paint Brushes 
Galvanized Ware 
Enameled Ware 


The bolt market continues to 
strengthen. While jobbers are gen- 
erally covered through December, 
at the recent price basis, orders 
placed after January first will cost 
more money. The manufacturers 
have already announced a mark-up 
on carriage and machine bolts. Lag 
bolts, tire bolts, plow bolts, and hot 
pressed nuts are also advanced. 
Order books of the manufacturers 
are very well filled, and they are 
looking forward to several months 
of unusual activity. 

* * * 

American Steel and Wire 
Company announced to the trade on 
November 30th, their readiness to 


accept contracts and specifications 
for wire products—nails, barbed and 
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Vacuum Bottles, Etc. 
Blacksmiths’ Vises 


smooth fence wire, staples, also field 
and poultry fencing, for delivery to 
March 3lst, 1936. Prices are un- 
changed from those previously in 
effect. The company will continue 
for the present its plan of quantity 
discounts on the tonnage ordered of 
individual products. It is pointed 
out that “the tendency of all steel 
prices is toward higher levels,” and 
the company recommends covering 
now, for first quarter shipment, as 
advisable for the buyer’s protection. 


> | & 


A trade bulletin issued De- 
cember 6th by Reeves Manufactur- 
ing Company, Dover, Ohio, states in 
part: “The cost of producing steel 
sheets and roofing is higher, but for 
the time being we will accept orders 


and contracts for shipment prior to 
March 3lst at our present prices. 
Building owners will spend more 
for repairs and replacements than 
for several years, because of the 
great amount of repairing needed. 
The splendid sheet and roofing busi- 
ness enjoyed by mills and jobbers 
during the last half of this year has 
reduced stocks. The law of supply 
and demand will have to be recog- 
nized early in the new year, and may 
bring the anticipated advance in 
prices. This offer is for immediate 
acceptance and subject to change 
without notice.” 
* & * 

N. & G. Taylor Company re- 
affirmed, on December 7th, their 
present prices on tin and terne 
plates for shipments during the first 
quarter of 1936. 

* * * 

Prices for early 1936 are out 
on ornamental lawn fencing, flower 
bed border, trellis and gates, of the 
galvanized wire “picket” type. There 
are no changes, either on carloads 
or smaller quantities, from the 
schedules which ruled for the 1935 
season. Spring terms, including 
March 1, 1936 dating, are offered 
for early shipments. With no com- 
ment from the manufacturers con- 
cerning chain link fence fabric and 
gates, it is assumed that these, too, 
will continue through the spring 
season without change. 

* & *& 


A number of declines were 
made early this month on items in 
the prepared roofing line. Asphalt 
strip shingles were lowered 714 to 
11 per cent and individual shingles 
about 74% per cent on December 
first. A few days later there was 
a drop of ten cents per square on 
most of the staple styles of smooth 
roll roofings, which had already been 
reduced substantially in September. 
Slate-surfaced rolls, 90 pound 
weight, were reduced December fifth 
five cents per square and 75 pound 
rolls were reduced ten cents per 
square. Diamond point roofings de- 
clined fifteen cents on the same date. 
Tarred felts and asphalt felts have 
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1935 Wholesale Hardware SALES 
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also been reduced, about nine per 
cent. Competent observers feel that 
these mark-downs will be temporary, 
and that they are made during this 
quiet off-season period in prepara- 
tion for later advances. Such a pro- 
cedure would doubtless stimulate 
early ordering for next spring, for 
the new schedules are undeniably 
low. 
* * * 

Locks and lock sets had an- 
other mark-up in price, effective 
December 16th, of approximately 25 
cents per dozen on inside mortise 
lock sets, ten cents per dozen on 
rim locks and sets, and 25 cents 
each on cylinder front door sets. 
This advance, following rather 
closely upon the September mark- 
up, may not immediately be passed 
along by the jobbers. Some of 
them laid in heavy stocks earlier in 
the year, recognizing that prices 
then ruling were at or below the 
manufacturers’ cost. Probably the 
immediate effect of the December 
16th change will be the withdrawal 
of concessions by the jobbers below 
the preceding regular schedules. 

* a * 


On Automobile tires, while 
1935 has seen a very competitive 
market, with much _price-cutting 
through retail outlets, there are 
strong rumors to the effect that 
manufacturers have taken all the 
losses they can stand, and are ready 
to advance prices shortly. 

* * * 


Sales of bicycles for the holi- 
days have been most satisfactory. 
Manufacturers report they have been 
rushed to the limit to supply the 
demand. Some of the bicycle manu- 
facturers apparently are following 
the methods of the automobile manu- 
facturer, in improving models fre- 
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Per Cent of Increase or Decrease in 
1935 Wholesale Hardware STOCKS 
as Compared With Corresponding 
Months of 1934. (National Aver- 
ages.) 
*Indicates decrease of 0.01 per cent. 
**Indicates decrease of 0.7 per cent. 


quently to stimulate business. Many 
bicycle manufacturers claim that 
their industry is not making any 
money, despite large sales, and dis- 
tributors are rather expecting to see 
prices advanced in the spring. 

* * & 

The volume of Christmas 
business on radios has brought about 
an acute shortage of cabinets, which 
has been augmented by a general 


spurt in the furniture business. 
Manufacturing facilities which have 
been devoted to radio cabinets for 
the last three or four years are now 
otherwise directed. Metal radio 
tubes are showing an improvement 
in performance and popularity. 
* * * 


Many hardware dealers are 
this year proving that there is a 
tremendous public demand for popu- 
lar-priced electrical appliances of 
good quality. Manufacturers of 
these lines have been extremely 
busy, and the sales reported by. re- 
tailers are the best that most stores 
have ever experienced. 
* * * 


There is a strengthening in 
prices on B batteries, dry batteries 
and unit cells. Competition has 
been extremely keen, and manufac- 
turers claim there has been no profit 
in these items for some time. At 
least three makers have recently 
advanced prices. 

* * & 


Much has been said about an 
impending shortage on tubular ice 
skates and sets, and northern job- 
bers are already experiencing this 
scarcity. Nestor Johnson Mfg. Co. 
have advised their trade that last 





Wholesale Hardware Collections 


CHICAGO—The per cent of change 
from October last year in wholesale 
hardware accounts outstanding was 
plus 11.8 per cent; collections were 
plus 23.7 and the ratio of accounts 
outstanding to net sales was 161.4 
per cent. 


ST. LOUIS — General collections 
during October reflected the high 
record of efficiency which has 
marked the past several months. 
Representative interests reported 
on October collections as follows: 
fair, 48.9 per cent; good, 45.5 per 
cent; excellent 3.4 per cent, and 
poor, 2.2 per cent. 


ATLANTA—The percentage of the 
accounts and notes receivable out- 
standing at the first of October 
which were collected during the 
month was 43.9 in October, 1935; 
39.4 in September, 1935, and 42.4 
in October, 1934. 


SAN FRANCISCO—The percent- 
age of wholesale hardware collec- 
tions during October to the total 
amount due from customers (out- 
standing) on first of month was 
45.5 per cent in October, 1935, and 
40.6 per cent in October, 1934. 


DALLAS—tThe ratio of wholesale 
hardware collections during Octo- 
ber to accounts and notes outstand- 


ing on September 30, 1935, was 
46.0 per cent. 


NEW YORK —The per cent of 
wholesale hardware charge ac- 
counts outstanding September 30, 
1935, collected in October was 50.4 
per cent in 1934, and 48.8 per cent 
in 1935. 


RICHMOND — The percentage of 
Oct. 1, 1935, wholesale hardware 
receivables collected during the 
month was 51.9 per cent. 


KANSAS CITY—Wholesale hard- 
ware outstandings on Oct. 31, 1935, 
were plus 2.2 per cent as compared 
with Sept. 30, 1935, and plus 2.7 
per cent as compared to October 
31, 1934. The amounts collected in 
October, 1935, were plus 5.9 per 
cent as compared to September, 
1935, and plus 3.0 per cent as com- 
pared to October, 1934. 


PHILADELPHIA — The ratio of 
collections to receivables in Octo- 
ber, 1935, was 47, as compared to 
41 in October, 1934, and as con- 
trasted with 39 in September, 1935. 


CLEVELAND — The Federal Re- 
serve Bank of Cleveland does not 
collate information on either gen- 
eral wholesale or wholesale hard- 
ware collections. 
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year’s good demand cleaned up all 
available stock. This year, with a 
normal winter and the greater in- 
terest in ice skating. there is certain 
to be an acute shortage of skate out- 
fits. They state: “We want our 
customers to know that we have 
done all we possibly could to 
anticipate this condition. The trade 
must appreciate that with these con- 
ditions, on such a highly seasonable 
item as ice skates, a season of real 
shortage can occur. When skating 
starts it is comparable to lighting a 
batch of firecrackers—they all ex- 
plode at once. Two large cities 
alone would absorb all available 
stock.” 
* * * 

A better-than-usual demand 
is reported for firearms and shoot- 
ers’ equipment for Christmas gifts, 
as well as the usual increase at this 
season in sales of air rifles and toy 
arms. 

* * *% 

No general advance has been 
made in the price of paint brushes, 
in spite of comments by the manu- 
facturers that higher prices are 
necessary. Recently one maker has 
gone on record as having no inten- 
tion, at this time, of making any 
change, and as hoping it may be 
possible to go through the season 
without an advance. However, the 
price of bristles is considerably 
higher, and brushes are generally 
considered a safe investment at to- 
day’s figures. 

* * *% 

Leading copper interests have 
been talking further price increase 
for copper for some time. Sales 
have been large, and surplus stocks 
are rapidly decreasing. The price 
of copper metal abroad continues 
to rise. When it crosses the 9-cent 
level it is believed the domestic 
price will be raised from its present 
914 cent mark, to 914 cents. Copper 
rivets and burrs have recently taken 
another mark-up, of one-half cent 
per pound. 

* * * 

Last week saw a sharp col- 
lapse in world silver prices, due to 
the Chinese government embarking 
upon a policy of selling silver to get 
foreign exchange. A terrific strain 
is thus put upon Washington’s silver 
program, by which the treasury is 
committed to the maintenance of a 
high price. The New Deal silver 
act provides that the U. S. Treasury 
must purchase silver until the world 
price reaches $1.29 an ounce, or 
until the stock of silver held totals 
one-third of the monetary gold stock. 
On April 10, 1935, the treasury in- 
creased its pegged price for domes- 
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tically mined silver to 71.11 cents, 
and two weeks later raised it again 
to 77.57 cents an ounce. The price 
has since been unchanged. Thus, 
no matter how severe the collapse 
in the world’s markets, American 
silver interests, relatively small, but 
politically powerful, are protected 
against a decline by the government 
subsidy. Before the treasury began 
its buying abroad, and price fixing 
at home, the price of silver in the 
open market was only about 24 cents 
an ounce. Insofar as an unofficial 
quotation could be had, the actual 
market on December 10th was weak 
at 6334 cents. 
* * * 


There seems to be an upward 
trend on prices of enameled ware 
and on galvanized tubs, pails, etc. 
Manufacturers are faced with in- 
creasing costs, and claim that pres- 
ent quotations cannot be maintained. 
Jobbers are rather well stocked, in 
anticipation of possible advances. 


+ + # 


Vacuum bottles and kits are 
another line where price increases 
are looked for. The popular-priced 
pint and quart sizes are said to be 
scheduled for a rise early in Janu- 


ary. 
* * * 


Cast iron sash weights are 
higher by ten per cent or more, than 
the prices ruling in most markets 
during the early fall. Scrap metal 
prices have been high, and scrap 
supplies very scarce. Further in- 
creases are not unlikely. 

* & 


Pitcher spout pumps and 
other hand pumps have been ad- 
vanced an average of about five per 


Of October 





cent, with a few numbers up about 
7% per cent. Prices are steadier on 
blacksmiths’ vises, which had been 
suffering some irregularity, and at 
least one manufacturer will issue an 
advanced price list on January first. 


* #& @ 


Effective December 9th, plain 
U.S.S. and S.A.E. semi-finished nuts 
are subject to new discounts, ad- 
vanced about ten per cent from the 
preceding schedule. 


+ & # 


Lawn mowers for future ship- 
ment continue to sell in good volume. 
One fairly large maker has an- 
nounced an advance on his cheaper 
mowers of 15 per cent—to be ef- 
fective January first. : 


* #2 & 


Hardware stores are prob- 
ably enjoying the best Christmas 
trade since 1929, and it is reliably 
estimated that gift sales vplume 
at retail will reach 90 to 95 per 
cent of the record total of that year. 
Some lines are expected to exceed 
1929 results. At the same time 
wholesale hardware shipments have 
improved sharply, December volume 
to date running 20 to 30 per cent 
over a year ago. The retail increase 
is estimated at 11 to 20 per cent 
over last December. 


* * 


Expanding building opera- 
tions, including some major projects 
in the larger cities, have helped 
the demand for hardware, paints, 
window glass and building ma- 
terials. In Chicago this demand has 
been heavy enough to eliminate 
usual seasonal layoffs and _ has 

(Continued on page 59) 
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DUNCANSON BRANCH 
MGR. FOR RICHARDS- 
WILCOX MFG. CO. 


Robert J. Duncanson has been 
appointed manager of the New 
York office, 79 Walker St., of 
the Richards-Wilcox Mfg. Co., 
Aurora, IIl., manufacturers of 
sliding door hardware and al- 





R. J. DUNCANSON 


lied lines. He succeeds the late 
Edgar Zabriskie. 

Mr. Duncanson started his 
business career with the Rich- 
ards Mfg. Co., in Reade St., 
New York City, some twenty-five 
years ago. He held various posts 
in the organization and in 1906 
was given his first opportunity 
to represent the company as a 
salesman. 

When the Richards and the 
Wilcox companies consolidated 
in 1911, he remained at the New 
York office where he was door- 
way engineer, suggesting solu- 
tions for doorway problems of 
all sorts. Then, in 1931, he be- 
came assistant manager in charge 
of sales, which position he held 
until recently. 





OHIO ASSN. INDORSES 
NO-NEW-TAX MOVEMENT 


At the December meeting of 
the Dayton (Ohio) Retail Hard- 
ware Dealers Association, held 
Dec., in the Y. M. C. A., in- 
dorsement was given to the no- 
new-tax movement which has 
been started in Ohio. Eighteen 
hardware dealers were present 
and they strongly indicated op- 
position to the enactment of any 
more new taxes inasmuch as 
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they are now paying a large an- 
nual amount on present taxes. 

Members of the association 
who entered in the cooperative 
hand-bill advertising project in 
Nov. reported excellent results. 
It is expected other such ad- 
vertising will be done in the 
future. 

Some eight or ten Christmas 
items were listed in the cooper- 
ative buying plan participated in 
by members of the association 
this year. They included Christ- 
mas tree decorations, lighting 
systems, bulbs, etc. 





EMERSON OPENS BRANCH 
OFFICE IN DETROIT 


The Emerson Electric Mfg. 
Co., St. Louis, Mo., has opened 
a branch sales office in the 
Stormfeltz-Loveley Bldg., Suite 
316, Woodward and Grand Blvd., 
Detroit, Mich. 

McWILLIAMS HARDWARE 
HAS NEW BUILDING 


The McWilliams Hardware 
and Furniture Co. is now oc- 
cupying three floors of the new 
six-story McWilliams building 
in Longview, Tex. The floor 
space occupied by the firm ap- 
proximates 20,000 square feet 
and an additional 10,000 square 
feet of warehouse space in a 





new sheet iron building on East 
Tyler St. The building is 
equipped with automatic ele- 
vators, a modern air-conditioning 
plant and is fireproof throughout. 

Officers of the firm are: A. R. 
Graves, president and treasurer; 
C. O. Graves, manager of the 
Longview store; and J. H. 
Moody, merchandising and ad- 
vertising manager. The com- 
pany also operates a store in 
Kilgore, Tex. 


FHA ADOPTS PAINT 
FIRM’S CHECK CHART 


The Savogran Co., Boston, has 
been notified by Theodore E. 
Damm, paint industry repre- 
sentative in the Federal Hous- 
ing Administration, that a check- 
ing chart prepared by that com- 
pany to show the suggested uses 
of its products for repairing and 
renewing jobs in public and in- 
dustrial buildings, has been 
adopted for use by the FHA. 





CHANGE IN INGERSOLL 
SALES FORCE 


George Boergerhoff, an experi- 
enced Ingersoll watch and clock 
salesman, succeeds J. W. P. Mor- 
daunt, who formerly covered 
northern Ohio for The Ingersoll 
Waterbury Co., Waterbury, Conn. 
Mr. Mordaunt has resigned his 
position. 





STANDARD VACUUM CLEANER REVISES 
POLICY AS FILED WITH INSTITUTE 


On November 25, 1935, the 
Standard Vacuum Cleaner Mfg. 
Co., Cleveland, Ohio, filed a new 
and revised statement of sales 
policy with the American Insti- 
tute of Fair Competition, Day- 
ton, Ohio, of which it is a mem- 
ber. This supersedes the pre- 
vious policy on file with the 
Institute on July 11, 1935. (See 
H. A. August 29, 1935, p. 32.) 
The new statement is notarized 
and is signed by G. H. Scott, 
president of the company. It 
reads as follows: 

“The Standard Vacuum Clean- 
er Manufacturing Company is 
confining the sale of its Key- 
stone line of electric vacuum 
cleaners to independent retailers. 

“The Standard Vacuum Clean- 
er Manufacturing Company is 
selling its Auto Valet line of 
Utility Electric Cleaners to the 
automotive trade, and is selling 





its line of non-electric cleaners 
through all channels of distribu- 
tion. 

“All cleaners sold by The 
Standard Vacuum Cleaner Man- 
ufacturing Company are avail- 
able, under like conditions, at 
the same prices and terms to in- 
dependent retailers. , 

“The Standard Vacuum Clean- 
er Manufacturing Company be- 
lieves it to be of advantage to all 
manufacturers, wholesalers, and 
retailers, to request their sup- 
pliers to file a statement of sales 
policy with The American In- 
stitute of Fair Competition, Inc.” 

R. F. Ohmer, vice-president of 
the Institute, announced the fil- 
ing of this new policy on No- 
vember 27, 1935, and calls at- 
tention to the fact that provision 
for changing a filed policy is 
part of a member’s contract with 
the Institute. 





PORTER B. CHASE 
HEADS THE SESAMEE CO. 


Porter B. Chase, formerly 
president of Bankers Trust Co., 
of Hartford, Conn., has been 
elected president of The Sesamee 
Co. of that city. C. A. Post is 
secretary-treasurer. 





PORTER B. CHASE 


The new factory and general 
offices of the company are lo- 
cated at 133 Laurel St., Hart- 
ford, where enlarged manufac- 
turing facilities permit more 
intensive application of mass 
production methods, designed to 
lower manufacturing costs on the 
company’s wide line of locks, 
and for carrying out the pro- 
posed extension of the firm’s 
program. 

Mr. Chase has had a success- 
ful career in the banking field, 
and has been closely identified 
for a lifetime with the indus- 
trial and business activities of 
Hartford. He is a director of 
the Hartford Fire Insurance Co., 
The Hartford Accident and In- 
demnity Co. and the Sanborn 
Map Co., of New York. 

The Sesamee Co. was founded 
in Honolulu, Hawaii, by Meade 
Wildrick, formerly of Hartford, 
and inventor of the lock, and A. 
G. Hatch. The project was 
brought to Hartford by the in- 
ventor because of the availabil- 
ity of manufacturing facilities 
and skilled labor. Under the 
new management rapid expan- 
sion of production and selling is 
scheduled both in the domestic 
and export markets. 
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ENTERPRISE MFG. CO. 
ELECTS OFFICERS 


At a recent meeting, the Board 
of Directors of The Enterprise 
Mfg. Co. of Pa., Philadelphia, 
elected the following officers: T. 
Henry Asbury, vice-president suc- 
ceeding his father, the late 





T. HENRY ASBURY 


Charles W. Asbury; C. T. As- 
bury. secretary; and Sylvan W. 
Braun, treasurer. H. E. Asbury 
continues as president of the 
company, which is one of the 
oldest manufacturing concerns in 
Philadelphia. 

T. Henry Asbury entered the 
business in 1915, working for 
several summers while in col- 
lege. Some time later, he was 
employed steadily for a few 
years in the different depart- 
ments of the factory. In 1923 
he entered the sales department. 
For the past five or six years, 
he has been the sales manager 
and secretary of the company as 
well as assistant treasurer. There 
has been no change in his work, 
as, although he is now vice-presi- 
dent, he is also continuing as 
sales manager. 

Charles T. Asbury, also a son 
of Charles W. Asbury, the for- 
mer vice-president and treasurer, 
first worked for the company in 
1915 and continued for several 
summers. A few years later, he 
entered the Mechanical and De- 
velopment work. Up until No- 
vember of this year he did not 
have any official position. Both 
Charles T. Asbury and T. Henry 
Asbury are grandsons of the 
original T. Henry Asbury, who 
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founded the company 70 years 
ago. 

Mr. Braun, previous to his 
election as treasurer, had been 
assistant treasurer. He has been 
with the company approximately 
30 years. Starting as a mes- 
senger boy, he worked in almost 
every department, becoming chief 
inspector, later entering the ac- 
counting department and then 
becoming office manager, han- 
dling the company’s finances. 





STANLEY WORKS SPONSOR 
PRODUCERS’ CLUB MEET 


The Stanley Works, New 
Britain, Conn., sponsored a meet- 
ing of the Producers’ Council 
Club of New York at the Yale 
Club, Dec. 3. Following the 





luncheon, which was attended 
by approximately 100 architects, 
builders hardware representatives 
and members of the Producers’ 
Council Club, E. W. Pelton, 
vice-president of The Stanley 
Works, gave an interesting talk 
on the manufacture of ball bear- 
ing butt hinges, illustrated with 
moving pictures taken at the 
Stanley steel plant at Bridgeport, 
Conn., and the hardware plant 
at New Britain. George C. 
Lowe, who handles the sale of 
Stanley Magic Doors in the 
Metropolitan district, also spoke. 

R. S. Cornell, manager of The 
Stanley Works’ New York office, 
who is  vice-governor of the 
Producers’ Council Club, was 
unfortunately unable to be pres- 
ent due to illness. 





RETAIL HARDWARE FIRM BUYS 
ENTIRE TOWN OF MILL CITY, OREGON 


In one of the most unusual 
real estate transactions yet to be 
recorded, the R. A. Babb Hard- 
ware Co., Eugene, Oregon, ac- 
quired on Nov. 12th, the entire 
town of Mill City in the same 
State. In the purchase, the 
hardware concern became owner 





R. A. BABB 


of the railroad depot, post office, 
club, moving picture theatre, 32 
substantial homes, a _ mile-long 
saw and planing mill, several 
brick store buildings, and 280 
acres of land, including 25 
square blocks of home sites. 
The bank, and the town’s light 
and water plant were not 





embraced by the transaction. 

Mill City is located about 80 
miles southeast of Portland on 
the main line of the Southern 
Pacific, in Linn and Marion 
counties, and on the North San- 
tiam River. The Hammond 
Lumber Co. formerly owned 
the town and its industries. The 
saw mill discontinued oper- 
ations some time ago, after most 
of the adjacent timber had been 
felled and cut. 

Despite the fact that the mill 
—the town’s principal industry, 
has been closed down for quite 
a period, a number of residents 
have continued to live there, and 
some of the store owners and 
the management of the movie 
theatre have expressed the de- 
sire to continue to rent their 
present quarters. 

Harpware AGE requested ad- 
ditional particulars on the pur- 
chase and received the follow- 
ing information from R. A. 
Babb: “We bought the mill for 
resale purposes. This is a 300,- 
000 foot capacity mill and fur- 
nished employment for 1200 
people. We expect to locate 
several small wood-working indus- 
tries at Mill City in the future 
as they have water power and 
very cheap electrical rates. 
Some of the store buildings have 
already been disposed of and we 
expect to sell more in the near 
future.” 





AMERICAN STEEL & WIRE 
ADVANCES W. H. CORDES 


Wilmer H. Cordes has been 
appointed manager of Sales Pro- 
motion and Advertising for the 
American Steel & Wire Co., 208 
South La Salle St., Chicago, III. 
The appointment was announced 





WILMER H. CORDES 


by C. F. Blackmer, president, to 
become effective Dec. 1, 1935. 
Mr. Cordes has been associated 
with the firm for a great many 
years and until his recent ap- 
pointment, held the position of 
advertising manager. 

He is a familiar figure to the 
hardware trade as he has ad- 
dressed many retail hardware 
groups throughout the country 
and is recognized for his many 
valuable suggestions advising the 
independent dealers of sales op- 
portunities and for his sales pro- 
motional work on farm fence 
and other equipment. Mr. Cordes 
has also taken an active part in 
local and national advertising 
conventions. 


TWO DEALER GROUPS 
IN ALABAMA MERGE 


Improved relations between 
utilities and independent dealers 
in Alabama was signified re- 
cently in the organization of the 
Electric Appliance Association 
of Alabama and West Florida. 
The following are temporary of- 
ficers: J. S. Shaw, Moore-Hand- 
ley Hardware Co., Birmingham, 
president; Neal Collins, Frank 
Tennille Furniture Co., Mont- 
gomery, vice-president; and 
Marion Roberison, Alabama 
Power Co., Birmingham, secre- 
tary. 
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DECATUR & HOPKINS TO 
SELL COLEMAN LINE 


Decatur & Hopkins Co., whole- 
sale hardware, Boston, Mass., 
has announced that it has taken 
on the full and complete line of 
household appliances manufac- 
tured by The Coleman Lamp 
and Stove Co., Wichita, Kan. 
Coincident with an aggressive 
campaign to distribute Coleman 
products throughout all of New 
England, an all day Coleman 
sales meeting was recently held 
with the Decatur & Hopkins Co. 

Frank E. Hopkins, president 
of the latter concern, and Ralph 
W. Carney of Coleman addressed 
the meeting. Merchandising 
plans, sales features and promo- 
tional mediums for the develop- 
ment of the New England dis- 
tribution were discussed. 





EVANSVILLE TOOL MARKS 
GOLDEN ANNIVERSARY 


Commemorating fifty years of 
unbroken service, The Evans- 
ville Tool Works, Inc., Evans- 
ville, Ind., is this year celebrat- 
ing its Golden Anniversary. 
The company manufactures 
hammers, hatchets, axes, sledges, 
wedges, chisels, wrenches and 
automotive tools, and in appro- 
priately marking the anniversary 
special gold labels have been 
used on the company’s products. 

As the firm nears the comple- 
tion of a half-century of service, 
the present management, George 
O. Clifford, president and gen- 
eral manager, and Robert S. Ray- 
mond, vice-president and secre- 
tary, express gratification over 
the progress made in 1935, and 
anticipate continued forward 
strides in the New Year. 





ELLEBRECHT ADDRESSES 
NORTH JERSEY ASSN. 


At the closing meeting for 
1935 of The North Jersey Hard- 
ware & Supply Association, Dec. 
10, at The Arlington Arms, East 
Orange, N. J., John Ellebrecht, 
field man for the Carborundum 
Co., Niagara Falls, N. Y., spoke 
on “How Carborundum Prod- 
ucts Affect Your Business.” 

Mr. Ellebrecht first gave a 
graphic and interesting descrip- 
tion of how the various types of 
Carborundum products are man- 
ufactured. He next explained 
why certain of these products 
are best suited for the specific 
purposes for which they are 
recommended. In conclusion, he 
placed emphasis on numerous 
methods hardware merchants can 
use in increasing their volume 
and profits in abrasives. Out- 
side selling was strongly advo- 
cated in this connection. Follow- 
ing his talk, Mr. Ellebrecht dis- 
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tributed souvenirs of the com- 
pany’s products. 

Demarest Romaine, president 
of the association, Romaine 
Hardware Co., Hackensack, N. 
J., conducted the meeting, and 
Melville F. Miller, secretary- 
treasurer, 620 Newark Ave., Jer- 
sey City, N. J., handled the 
duties of that office. 

A dinner preceded the _ busi- 
ness meeting and those present 
were so pleased with the repast 
and other facilities provided at 
the meeting place that it was 
decided to return to the same 
location for the first regular 
meeting of 1936. 


F. B. CONNELLY HOLDS 
SALES CONVENTION 


A two-day general sales con- 
vention of the entire sales or- 
ganization of the F. B. Connelly 
Co., manufacturer’s representa- 
tives, Seattle, Wash., was held 
Nov. 23 and 24. Kenneth Con- 
nelly, vice-president and genera] 
manager, opened the convention 
with a discussion on general 
business outlook for the future, 
together with a discussion of the 
company’s policies pertaining to 
merchandising and its plans to 
develop its distribution of gen- 
eral household specialties, both 
electrical and hardware. 





Representatives from many na- 
tionally prominent manufactur- 
ers presented their products dur- 
ing the convention. A general 
sales discussion was held on 
A.B.C. Washers, Grunow Refrig- 
erators and Radios, and Ohio 
Oil Burning Circulating Heaters. 
After the business session a ban- 
quet was held. 


11,000 TO BE INVITED 
TO EXHIBIT AT EXPOS. 


In preparation for the Great 
Lakes Exposition to be held in 
Cleveland, during July, August 
and September, invitations were 
recently issued to 11,000 manu- 
facturing and business houses in 
the Great Lakes area to help fill 
the 100 acres of exhibition space 
on the lake front. The exhibi- 
tion, which will be on the terri- 
tory bounded by W. 3d St., E. 
9th St., Lakeside Ave. and the 
lake, is to be the official cele- 
bration of the 100th anniversary 
of the granting of Cleveland’s 
charter as a city. 

Lincoln G. Dickey, exposition 
general manager, explained that 
exhibits would be welcomed from 
those identified with manufac- 
turing, sales, financing, public 
utilities, transportation, educa- 
tion, the arts, and general prog- 
ress in that region. 





E. C. HERMANSON SUCCEEDS GEO. H. DIETZ 
AS SECRETARY NEBRASKA HARDWARE ASS’N. 


Edward C. Hermanson, for- 
merly with the Anderson Hard- 
ware Co., Havelock, Neb., has 
recently been made secretary of 
the Nebraska Retail Hardware 





EDWARD C. HERMANSON 


Association, to fill the vacancy 
left by the retirement of George 
H. Dietz of Lincoln. The sec- 
retary’s office will remain at 
414-19 Little Bldg., Lincoln. 
Mr. Hermanson graduated 
from the law school of Wesle- 
yan University in 1933. He en- 
tered the legal department of 
the Federal Land Bank of 





Omaha, which position he left 
to take the secretaryship. For 
10 years prior to his graduation, 
he had worked for the Anderson 
Hardware Co., during the end 





GEORGE H. DIETZ 


of his service, attaining the posi- 
tion of assistant manager. 

Mr. Dietz, who has served the 
association for 17 years, will de- 
vote his entire time to the secre- 
taryship of the Nebraska Hard- 
ware Mutual Insurance Co. with 
headquarters at 415 Little Bldg., 
Lincoln. 


WERNER ADDRESSED 
PAINT SALESMEN’S CLUB 


At the Dec. 6 meeting of the 
Pittsburgh Paint Salesmen’s Club 
held at Zuber’s Restaurant, Her- 
man Werner, president of the 
Pennsylvania State Association 
of Master Painters and Decora- 
tors, spoke on “The Right Sales 
Service.” Approximately 30 mem- 
bers attended this meeting, which 
was presided over by vice-presi- 
dent J. F. McGhee. Mr. Kelso, 
president of the Pittsburgh Mas- 
ter Painters and Decorators 
Assn., was a guest. 

There was a very interesting 
discussion on how painters should 
sell their services and how paint 
salesmen could assist them by 
better educating master painters 
as a class. Also discussed was 
the type of salesmen master 
painters liked. 

A New Year’s party and so- 
cial evening for salesmen and 
their fellow office employees was 
planned for Dec. 3. 





FAIRBANKS-MORSE 
HOLDS PREVIEW OF 
1936 APPLIANCE LINE 


The Fairbanks-Morse Home 
Appliances, Inc., Chicago, IIl., 
recently held a private preview 
for the officials of its company 
of its line of electric refrigera- 
tors. Features of the new models 
will be centered around the F-M 
Conservador, which the company 
introduced in 1935. The line 
will be shown to distributors 
early in January in a preview 
meeting in Chicago, at which ad- 
vertising and merchandising 
plans for the year will also be 
presented. 








Norvell Book Wanted 
Reader Offers $1.50 


A reader of Harpware AcE 
offers $1.50 apiece for ten 
copies of Saunders Norvell’s 
book “Forty Years of Hard- 
ware,” if in good condition. 
This book was _ published 
serially in HarpwarReE AGE 
several years ago and later 
brought forth in book form. 
Due to the popularity of the 
book, the publishers have 
sold all available copies. 
Readers having any extra 
copies and willing to release 
them for the amount men- 
tioned will please advise the 
HarpwareE AcE Editorial 
Dept., 239 West 39th St., New 
York City. Do not mail the 
book until requested to do so. 
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VAN CAMP BEGINS 60TH YEAR 
CUSTOMERS RECEIVE POLICY LETTER 


December, 1935, marks an im- ¢ 


portant milestone in the history 
of Van Camp Hardware & Iron 
Co., Indianapolis, Ind., hardware 
wholesalers. This month the com- 
pany enters its sixtieth year in 
business. Coincident to this an- 
niversary John H. Martindale, 
president of the company reiter- 
ates the Van Camp policy in a 
letter sent to all customers. From 
this we quote: 

“We thank you sincerely for 
your patronage during the year 
and we shall endeavor to serve 
you in a satisfactory manner in 
the future. 

“Tt might‘not be amiss to reiter- 
ate the policy of this institution: 

“First. To manage the business 
as economically as is consistent 
with efficiency; to weigh care- 
fully expenditures against value 
received. 





“Second. To keep the business 
sufficiently liquid; with capital 
available to take advantage of the 
market on favorable purchases for 
the benefit of our customers. 

“Third. To earn upon the capi- 
tal invested a modest, not large 
return. 

“Fourth. To pass on to our 
customers merchandise at not only 
competitive prices but with mar- 
gins reflecting these savings in 
our operations. 

“And lastly, not only to be con- 
scious of but practise the Golden 
Rule. 

“We are now going into our 
sixtieth year of continuous oper- 
ations which we attribute to the 
patronage and friendliness of our 
customers and our conscientious 
effort to serve them well. We 
trust this relationship will con- 
tinue.” 





SCHMIEDER RESUMES 
POST AT MILCOR STEEL 


Robert S. Schmieder is again 
manager of the Metal Specialties 
Division of the Milcor Steel Co., 
Milwaukee, Wis., manufacturers 
of sheet metal products and fire- 
proof building materials. Four 





R. S. SCHMIEDER 


years ago, he resigned his Milcor 
position to become secretary of 
the Super Steel Products Co. In 
that position until the present 
time he has continued his activ- 
ities in the steel building indus- 
try. 

In line with the increased pos- 
sibilities in the building business, 
greater promotion of Milcor 
Metal Specialties is required and 
it is stated that Mr. Schmieder’s 
18 years of experience with this 
company will be of exceptional 
value in this effort. 

Because of his being in the 
sheet metal contracting business 
during the past four years, Mr. 
Schmieder brings with him a 
thorough understanding of the 
dealers’ and contractor’s prob- 
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lems. His activities included 
fabricating, merchandising, and 
selling in the wholesale, retail, 
and contracting fields. 





ORGILL BROS. HELD 
SALES CONVENTION 


Orgill Brothers & Co., 32-48 
West Calhoun St., Memphis, 
Tenn., oldest wholesale hardware 
and saddlery firm in that section, 
held its annual sales convention, 
Nov. 29 and 30. Representatives 
of 11 manufacturing firms, sales- 
men, executives and travelers at- 
tended. The convention concluded 
with a dinner to which all em- 
ployees of the firm, together 
with their wives and husbands, 
were invited. 


BURHANS & BLACK TO 
CONTINUE IN BUSINESS 


Burhans & Black, Inc., Syra- 
cuse, N. Y., wholesale hardware 
firm, is to continue operations 
under the trusteeship of Willard 
W. Plump and Keith F. Driscoll 
for an indefinite period, accord- 
ing to the decision announced 
Dec. 9, in Federal Court there by 
Judge Frederick H. Bryant. 

The hearing was held to deter- 
mine whether the assets of the 
company should be sold and the 
business liquidated; whether a 
plan offered by preferred stock- 
holders should be submitted to 
the various interests; whether a 
small cash dividend should be 
paid out of cash on hand and the 
business continued by the trust- 
ees, or whether the trustees should 
be authorized to lease or con- 
tract for the sale of real estate 
in Syracuse and Buffalo. 

Judge Bryant ordered continu- 
ation of the trusteeship and the 
payment of a 10 per cent cash 





dividend to all creditors. This 
order met with the approval of 
a committee representing more 
than 85 per cent of the creditors, 
together with preferred and com- 
mon stockholders and bondhold- 
ers. 

The offer of the Syracuse Hard- 
ware, Inc., with which William 
C. McClaskey, former president 
of Burhans & Black, Inc., is as- 
sociated, to pay $200,000 for the 
business was rejected. The in- 
terested groups told Judge Bry- 
ant that they were opposed to 
plans to sell the assets and liqui- 
date the business. 

It was asserted that under the 
trusteeship a balance of about 
$82,000 in cash has been accumu- 
lated. It was pointed out that 
payment of nearly $35,000 in cash 
dividends would not impair the 
operating capital of the company. 

Attorneys for creditors, stock- 
holders and bondholders all ex- 
pressed to the court their praise 
for the efficient manner in which 
the trustees have been operating 
the business. 


JERSEY TOOL 
FIRM EXPANDS 


The Eastern Tool and Mfg. 
Co., Bloomfield, N. J., due to 
increased orders, has leased 12,- 
000 square feet in the Charms 
Bldg., at Bloomfield Ave. and 
Grove St., Bloomfield, for a long 
term. 





WHOLESALE FIRM OPENS 
NEW MEXICO BRANCH 


The Moncrief-Lenoir Mfg. Co., 
Houston, Tex., recently opened a 
branch at 108 E. Central Ave., 
Albuquerque, N. M. The firm 
which deals in wholesale heavy 
hardware, wire, nails and all 
sorts of metal products, also has 
branches in Dallas and Lub- 
bock, Tex. J. W. James is man- 
ager of the new branch. 





IRVING ENTIN HAS 
COMPLETE 1936 LINE 


Irving Entin, direct factory 
representatives, 206 Lexington 
Ave., N. Y. City, has completed 
its line-up of manufacturers’ 
products for 1936. The firm, 
which is continuing with the 
lines it has sold for several years, 
is in its fifteenth year of spe- 
cializing in the sale of stoves 
and gas ranges. 

The companies and their prod- 
ucts which Entin has been rep- 
resenting are: Leonard & Baker 
Stove Co., Taunton, Mass., Glen- 
dale, Barstow and Fairmont coal 
ranges and coal and gas com- 
binations; Comstock Castle Stove 
Co., Quincy, Ill., Economy mer- 
chandise; and Phillips & But- 
torff Mfg. Co., Nashville, Tenn., 
Enterprise gas ranges and cir- 
culating heaters. A permanently 
complete assortment of all prod- 
ucts made by these firms is on 
display at the above address. 





HARDWARE JOBBER AND WPA HEAD 
WORKING OUT REEMPLOYMENT PLAN 





Victor Ridder, WPA Administrator for New York City, and 
Edwin R. Masback, president of the Masback Hardware Co., Inc., 
New York City hardware wholesaler, working out details of 
special reemployment experiment being attempted in the hard- 
ware field. Mr. Masback is chairman of a special steering commit- 
tee handling the trade or business end of this plan, which is 
based on personalized service between unemployed and possible 
hardware employers. Individual interviews were given to all reg- 
istered unemployed hardware men by Mr. Masback’s committee 
which reclassified all applicants, some of whom are now steadily 


reemployed in hardware stores. 
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J. A. HASELTINE 


James Ambrose Haseltine, 70, 
president and manager of J. E. 
Haseltine & Co., Portland, Ore., 
wholesalers of heavy hardware 
and mill supplies, died at his 
home there Dec. 6. Mr. Hasel- 
tine was born”in Portland, Me., 
where his father, J. E. Haseltine, 
was a dealer in heavy heard- 
ware and blacksmiths’ supplies. 
In 1882, J. E. Haseltine moved 
to Portland, Ore., and a short 
time later founded the business 
which bears his name. J. A. 
Haseltine went to work for his 
father, becoming manager in 
1897. The principal business of 
the firm was at first wagon- 
makers’ supplies. Later a line of 
blacksmiths’ supplies was added 
and gradually the business grew 
to its present large porportions, 
including a large welding sup- 
ply business. 

He is survived by a_ son, 
William A. Haseltine, vice-presi- 
dent of the company, and two 
brothers, W. Carl and Harry 


Haseltine, and two sisters. 





JOHN Y. BUTTON 


John Y. Button, 75, a stock- 
holder and member of the board 
of directors of the Central Hard- 
ware Co., Culpeper, Va., died 
recently. He was also first vice- 
president of the Second Na- 
tional Bank of Culpeper. He 
leaves his widow, one son and a 
daughter. 


RALPH O. LONG 


Ralph O. Long, died recently 
after a long illness. He oper- 
ated a hardware store in High- 
land Park, Mich., for forty 
years before his retirement sev- 
eral years ago. His widow, two 
sons and a daughter survive. 





GEORGE P. SPEAR 


George P. Spear, 68, general 
manager of the Corbin Screw 
Corp. and also vice-president of 
the American Hardware Corp., 
New Britain, Conn., before his 
retirement from both positions 
last March, died at his home 
there, Dec. 6, of a heart attack. 

Born in New York, Mr. Spear 
came to New Britain in 1897 to 
work for the North & Judd Mfg. 
Co., later going to the Corbin 
Screw plant. He had been vice- 
president of the American Hard- 
ware Corp. for thirty years. 

He served for years on the Fi- 
nance Board of the city and 





Gas Light Co., former treas- | 
urer of the Shuttlemeadow Coun- | 
try Club, vice-president of the | 
Burritt Hotel Corp. He leaves a | 
son, George P., Jr., of Passaic, | 
N. J., and a daughter. 





FRANK WELLS HALL 


Frank Wells Hall, 62, for the 
past 13 years a prominent sales 
executive of the Merchandise 
Dep’t, General Electric Co., 
Bridgeport, Conn., died recently 
at his home in Stamford, Conn., 
following an illness of three 
weeks. 

Mr. Hall was a leader in the 
electrical industry for the past 
40 years. At the time of his 
death he was manager of sales 
of the General Electric Co’s. 
Construction Materials Div., vice- 
chairman of the executive com- 
mittee of the company’s Mer- 
chandise Dep’t, a director of the 
General Electric Supply Corp., 
of the Trumbull Electric Mfg. 
Co., of the Monowatt Corp., and 
of the Rigid Steel Conduit Assn. 
He was also a prominent mem- 
ber of the National Electrical 
Mfrs. Assn. 


FRED J. WARNER 


Fred J. Warner, 73, retired 
hardware merchant, died at his 
home in Memphis, Tenn., Nov. 
26, after a long illness. He first 
engaged in the hardware busi- 
ness in 1900 after buying out 
the firm of Colby Bros., Mem- 
phis. The firm was later organ- 
ized as Ellis & Warner and then 
again as Warner & Shelby Hard- 
ware Co. Mr. Warner retired 
some years ago upon his election 
as magistrate. 





JOHN HENRY ADAMS 


John Henry Adams, 64, for 
more than 40 years in the hard- 
ware and‘ grocery business in 
West Concord, Mass., died re- 
cently. He is survived by his 
widow, three sons and _ two 
daughters. 


G, A. GARVER 


G. A. Garver, 70, founder of 
Garver Bros., which operates 
under the slogan of “the world’s 
largest country store,” died re- 
cently in Strasbourg, Ohio. His | 
store built on the big city store 
plan, did $1,000,000 worth of | 
business annually. The story of 
Mr. Garver’s success was told in | 
HarpwarRE AGE some years ago, | 





maintained an interest in the | as his hardware and allied line | 


Police Department. 


director of the New Britain Na- 


tional Bank and New Britain | instituted because farm women | 
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He was a/| department dominated. An out: | 


standing feature was a free lunch | 
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coming to town found no place | intendency of the Henry Mc- 


to eat except six saloons. Mr. 
Garver once addressed Harvard’s 
Business Administration School 
on his merchandising methods. 





JOHN D. WILLIAMS 


John D. Williams, 74, engaged 
in the hardware business at Sul- 
phur Springs, Tex., since 1883, 
died Nov. 23 after a brief ill- 


ness. 


HENRY A. B. FORD 


Henry A. B. Ford, 77, for 55 
years with the hardware firm of 
Chase and Parker, Boston, died 
recently at his residence, 30 
Elmwood Ave., Wollaston, Mass. 
He is survived by his widow and 
two daughters. 





ROBERT C. SWAYZE 


Robert C. Swayze, 64, of 
Litchfield, Conn., former presi- 
dent of the Torrington Mfg. Co., 
Torrington, Conn., and a direc- 
tor of other industrial firms 
there, passed away Dec. 2. At 
the time of his death he was 
president of the Litchfield Sav- 
ings Society. His widow sur- 
vives. 


JOHN M. SOLENBERGER 


John M. Solenberger, 74, 
died Dec. 1 in a hospital in Win- 
chester, Va., after an illness of 
several weeks. He was engaged 
in hardware there for many 
years. He leaves his widow, 
three sons and three daughters. 





DANIEL GRAY 


Daniel Gray, 69, of Brunswick, 
Ga., founder of the first hard- 
ware store in Norwood, passed 
away recently after an illness of 
three days. Mr. Gray went in 
the hardware business with his 
uncle at Waycross, Ga., 38 years 
ago. Later he moved to Nor- 
wood, where he organized a 
small business which he operated 
for eight years. His widow, two 
sons and a daughter survive. 





WILLIAM J. KIRBY 


William J. Kirby, 66, presi- 
dent of the Somerville Stove 
and Iron Works, Somerville, N. 
J., and former member of the 
New Jersey State Highway Com- 
mission, died at his home in that 
city, Nov. 27. 

Mr. Kirby was nationally 
known as an expert in foundry 
engineering. He was born in 
Baltimore, Md., and began his 
apprenticeship there in the mold- 
ing trade. He rose to the super- 





Shane Mfg. Co., in Baltimore. 
In 1905 he came to Somerville 


and developed the iron and stove ~ 


works there. Two daughters 
survice. 


JOHN C. WITOUSEK 


John C. Witousek, 66, hard- 
ware merchant of Cedar Rapids, 
Iowa, died recently in a hospital 
there, after a long illness. He 
entered the retail business at 17. 
He is survived by his widow, a 
son and a daughter. 





MRS. AGNES IRELAND 


Mrs. Agnes Ireland, 70, wife 
of Charles A. Ireland, former 
president of, the Michigan Re- 
tail Hardware Dealers’ Associ- 
ation and the N.R.H.A., died at 
her home in Ionia, Mich., Dec. 1. 
Mr. Ireland survives. 





ART KILLAM 


Art Killam, 54, noted trapshot, 
met his death Nov. 13 in an ac- 
cident while on a duck hunting 
trip at Big Lake, near Charles- 
ton, Mo., where he had gone with 
Eugene C. Palmer, district man- 
ager for Remington Arms Co., 
Bridgeport, Conn., with whom 
Mr. Killam was also connected, 
and three other friends. 

Mr. Killam had gone to 
Charleston to obtain lunch for 
the party. When he failed to re- 
turn on time, Mr. Palmer insti- 
tuted a search for him, and his 
body was found lying in the 
water near the boat. It is be- 
lieved that the exertion of wad- 
ing through deep mud and drag- 
ging the boat through muddy 
shallows to deep water was too 
much for him and becoming ex- 
hausted he feil into the water. 
The coroner’s jury returned a 
verdict of accidental death 
through drowning. 

Mr. Killam was said to be one 
of the greatest wing shots of all 
times. He won many profes- 
sional trapshooting titles and 
was professional champion in 
1921, 1922 and 1924 and pro- 
fessional doubles champion in 
1934. In Missouri, his home 
state, he was State doubles cham- 
pion for 28 years. On several 
occasions at the various annual 
Missouri tournaments, he won 
all the professional titles. 





THEODORE C. WIRTZ 


Theodore C. Wirtz, 67, presi- 
dent and founder of the Gravois 
Hardware Co., St. Louis, Mo., 
died there Dec. 5. He is sur- 
vived by two daughters and one 
son. 
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NORTH & JUDD ACQUIRES 
KRISCHER’S MFG. CO. 


North & Judd Mfg. Co., New 
Britain, Conn., has recently pur- 
chased the business of Krischer’s 
Mfg. Co., Brooklyn, N. Y. The 
purchase included everything in 
way of patterns, tools, dies, ma- 
chinery, inventories of raw ma- 
terial, goods in process, finished 
stock, trade mark, trade name, 
and good will. The firm has 
also purchased Krischer’s Mfg. 
Co., New Haven, Conn., includ- 
ing all land and buildings. 

North & Judd Mfg. Co. manu- 
factures saddlery hardware, ap- 
parel trimmings, upholstery nails, 
etc. The concern will continue 
to operate the New Haven and 
Brooklyn plants. 





FAIRBANKS-MORSE 
APPOINTS RAILEY-MILAM 


Fairbanks-Morse Home Ap- 
pliances, Inc., 43 S. Green St., 
Chicago, has appointed Railey- 
Milam, Inc., Miami, Fla., as ex- 
clusive distributor in southern 
Florida for the complete line 
of Fairbanks-Morse home ap- 
pliances. 


MONTANA ASSN. TO 
CONVENE FEB. 13-15 


The Montana Implement and 
Hardware Association will hold 
its annual convention at the Fin- 
lan Hotel, Butte, Mont., February 
13, 14 and 15, 1936, it was an- 
nounced by Secretary R. M. 
O’Hearn. No arrangements for 
exhibits have been made. 





EAGLE-PICHER LEAD CO. 
APPOINTS McMULLEN 
Effective Dec. 1, Earle W. Me- 

Mullen became Director of Re- 

search of the Eagle-Picher Lead 

Co., Temple Bar Bldg., Cincin- 

nati, Ohio. He succeeds Dr. 

John A. Schaeffer, who resigned 

to become president of Franklin 

and Marshall College. 

Since 1909, when Mr. McMul- 
len was graduated from Armour 
Institute of Technology with the 
degree of Bachelor of Science in 
Chemical Engineering, he has 
been active in various phases of 
theoretical and practical re- 
search, both in the organic and 
inorganic fields. His early work 
as instructor in metallurgy at 
Armour Institute, his 15 years’ 
experience as Director of Re- 
search and Technical Processes 
at the Simmons Co., and his 
later work on insulating prod- 
ucts with the Celotex Co., it is 
felt, especially qualify him to 
fill his new duties, 

Pigments and vehicles have 
claimed Mr. McMullen’s i. ter- 
est for many years. He pion- 
eered the application of water 
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emulsion varnishes for coating 
industrial products. 

He is also well known to the 
paint fraternity for his work on 
varnish finishes and lacquers. 
In this field he has cooperated 
with the A. S. T. M. and other 
technical associations in stan- 
dardizing specifications and ser- 
ving as an expert in legal cases 
involving these products. Mr. 
McMullen was _ vice-president 
and plant manager of the Ault- 
& Wiborg Corp., before accept- 
ing his position with FEagle- 
Picher. 

BRIGGS BUYS CONTROL 
OF JOHNSON MOTOR CO. 


Stephen Briggs, board chair- 
man of both the Briggs & Strat- 
ton Corp. and the Outboard Mo- 
tors Corp., both of Milwaukee, 
Wis., has purchased the con- 
trolling interest in the Johnson 
Motor Co., Waukegan, II, 
manufacturers of outboard mo- 
tors, magnetos, pumps, gasoline 
engines, washing machines and 
parts for domestic refrigerators. 
The transaction was described as 
purely a personal one and not 
connected with the two Milwau- 
kee firms. A small interest in 
the Johnson concern, it is stated, 
has also been acquired by Ralph 
S. Evinrude, president of Out- 
board Motors Corp. 





UTENSIL FIRM MAKES 
CHANGES IN PERSONNEL 


M. E. Horn, until recently 
manager of the Chicago district 
office for the Aluminum Cooking 
Utensil Co., New Kensington, 
Pa., manufacturers of “Wear- 
Ever” utensils, has been made 
manager of the New York dis- 
trict office, in the McGraw-Hill 
Building, succeeding H.  S. 
Trump, who becomes manager of 
the New York office for Ken- 
sington, Inc. Mr. Horn’s assistant 
in charge of department store 
sales in the Metropolitan area 
will be €. L. Searight of Cin- 
cinnati, who succeeds W. R. 
West. Mr. West will handle 
“Wear-Ever” sales in Cincinnati, 
Columbus, Dayton, Detroit, To- 
ledo and Pittsburgh. 

R. L. Becker of New Kensing- 
ton, Pa., for the past year sales 
manager for Kensington, Inc., be- 
comes manager of the “Wear- 
Ever” district office, Conway 
Bldg., Chicago, succeeding Mr. 
Horn. The Philadelphia office 
of the Aluminum Cooking Uten- 
sil Co., 1306 Commonwealth 
Title & Trust Bldg., formerly 
managed by E. H. Singmaster, 
will be under the direction of 
B. B. Boss, manager of the new 
Seaboard district at 608 Lexing- 
ton Bldg., Baltimore, Md. W. 
R. Morrison will be in charge 
of the Philadelphia branch. Mr. 





Boss’ assistant in the newly cre- 
ated Atlanta branch will be B. 
W. Tansill, with offices in the 
Rhodes-Haverty Bldg. Mr. Sing- 
master has taken a position with 
Kensington, Inc., in charge of 
sales in the Southeast. These 
changes are effective Jan. 1. 





VIRGINIA ASSN. 
CHANGES DATES 


The Virginia Retail Hardware 
Association will hold its annual 
convention, February 25 and 26, 
1936, and not on Feb. 18 and 
19, as was previously announced. 
John Marshall Hotel, Richmond, 
Va., remains the headquarters 
for the group. 





PACIFIC ASSN. 
TO MEET JAN. 28-29 


L. F. Olney, secretary, has an- 
nounced that the Pacific North- 
west Hardware & Implement As- 
sociation will hold its annual 
convention at The Davenport 
Hotel, Spokane, Wash., Jan. 28 
and 29, 1936. 

GIBSON HOLDS 
PREVIEW MEETINGS 


L. M. Taufenbach, sales man- 
ager of the Gibson Electric Re- 
frigerator Corp., Greenville, 
Mich., has announced a series 
of preview meetings for distribu- 
tors. The New York meeting 
was held the first week in De- 
cember, following with a Chi- 
cago meeting during the second 
week in December. The Pacific 
coast meeting at San Francisco 
is scheduled for the third week 
of the same month. The com- 
plete line of Gibson models for 
1936 is being displayed. 





CITY OFFICIALS VISIT 
PITTSBURGH PAINT CLUB 


At the November meeting of 
the Pittsburgh Paint Salesmen’s 
Club held in Zuber’s Restaurant, 
Pittsburgh, Pa., guest speakers 
were R. D. Lord, purchasing 
agent for the Department of 
Property & Supplies of Pitts- 
burgh, and John F. Lang, chief 
clerk of the department. Ap- 
proximately 40 persons attended 
the meeting over which W. H. 
Condon, president, presided. 

Mr. Lord spoke on Municipal, 
State and Federal purchasing 
of paints. E. K. Collingwood 
led the discussion on brand 
versus specification paint and 
the weaknesses of both methods. 
A committee was appointed at 
Mr. Lord’s request to confer 
with his department and a com- 
mittee from the Paint, Varnish 
& Lacquer Association and to 
suggest to the city of Pittsburgh 
how paint, for the maintenance 
of city property, may be more 
intelligently purchased. 





HOPPE WINS FRANKFORD 
RIFLE CHAMPIONSHIP 


In the 1935 fall championship 
small bore rifle matches held by 
the Frankford Arsenal Rifle 
Club, Philadelphia, Pa., the club 
championship was won by Frank 
C. Hoppe, president of Frank A. 
Hoppe, Inc., Philadelphia, manu- 
facturers of Hoppe’s gun clean- 
ing preparations, cleaning 
patches and lubricating oil. The 
match was a tie until he fired his 
60th and last shot which was a 
bull’s-eye 10 at 200 yards. 

The club’s fall championship 
contest consists of three matches, 
respectively at 50 yards, 100 
yards and 200 yards, and the 
grand aggregate for these three 
matches. The aggregate is 
made up of the total scores of 
the shooters. Mr. Hoppe won 
first place and the gold medal in 
the 50 yard match with a perfect 
score of 200x200-13 Vs. In the 
100 yard match he placed sixth, 
with 193x200-7 Vs. In the 200 
yard match he took third place 
with 191x200. His winning 
score in the grand aggregate, 
giving him the club champion- 
ship with a gold medal and pos- 
session of the club champion- 
ship silver cup, was 584x600- 
20Vs. He used a_ specially 
stocked Winchester Model 52 
rifle with Hubalek barrel and 
Winchester Precision EZXS am- 
munition. 


FLORENCE STOVE CO. 
TO BUILD WAREHOUSE 


T. D. Adams, manager of the 
Florence Stove Co., Gardner, 
Mass., has announced that the 
company would build a new 
$150,000 warehouse, providing 
150x300 feet and containing 90,- 
000 square feet of floor space. 
The foundation will be put in at 
once and the building erected 
in the spring. Upon its com- 
pletion, the present main ware- 
house will be devoted to manu- 
facturing space. 





G-E APPOINTS THORSON 
AS DISTRICT MANAGER 

C. R. Thorson, formerly rep- 
resenting General Electric Home 
Laundry Equipment in the Phila- 
delphia territory, has been ap- 
pointed district manager for the 
Appliance and Merchandise De- 
partment in the territory em- 
bracing Nebraska, Minnesota, 
North Dakota, South Dakota, 
Iowa and part of Wisconsin. 
Mr. Thorson will supervise sales 
in his new territory for all ap- 
pliances merchandised from 
Bridgeport, which comprise 
Home Laundry Equipment, ra- 
dio, fans, sunlamps, cleaners, 
clocks and Hotpoint devices. 
He will take up his new duties 
immediately. 
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Greenlee Enclosed 
Spiral Screw Driver 


Greenlee Tool Co., Rockford, IIl.. 
claims a number of exclusive improve- 
ments for its line of spiral screw 
drivers. According to the maker, the 
covering sleeve, fully enclosing the 
spiral at all times, keeps out dust and 
dirt, makes thorough lubrication pos- 
sible, prevents oil from dripping on 
the work and provides a good grip. 


eS: 








Shifter button is close to handle for 
operation with the thumb, without 
changing position of hand. Locking 
for the final drive of screw is done with 
guiding hand without changing its po- 
sition. All exposed metal parts, ex- 
cept the bit, are chromium plated. 
Drive nuts are of phosphor bronze, 
formed under a pressure of 100 tons, 
making for long life in the parts at the 
point of greatest wear. Made in three 
sizes, each size furnished in two styles— 
the regular spiral type and the spiral 
ratchet type with spring return. Packed 
one in a box with three sizes of bits 
and operating instruction sheet. 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 
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Gerrard Co. Offers 
Blue Book of Packaging 


The Blue Book of Packaging offered 
by The Gerrard Co., Inc., 2915 W. 47th 
St., Chicago, IIl., is an attractive 6-page 
booklet describing the company’s wire 
tying machines. They range from 
Model TA for parcel post and express 
packages to Model L for heavy cases 
and crates of 100 to 600 Ibs. and 
Model G for carload storage of sewer 
pipe, sheet steel, tin plates, stoves, 
ranges, refrigerators, etc. Marginal 
illustrations show the various applica- 
tions of the models. 


Better Light and 
Better Sight Displays 


These Christmas displays offered by 
the National Better Light-Better Sight 
Bureau, 420 Lexington, Ave., New York 
City, consist of three pieces, a large 
center piece, 51 in. high and 37 in. 
wide and two end pieces (illustrated), 
Litho- 


24 in. high and 17 in. wide. 





graphed in six attractive and seasonal 
colors. Mounted to 100 pt. thickness— 
heavy easel back supports. Pieces may 
be used separately. Base of center- 
piece (not shown) may be extended to 
support an actual Better Sight approved 
study lamp. The foreground of this 





piece has a large figure of a Santa 
Claus writing in a book. On the back- 
ground are various types of lamps and 


decorative figures and objects. An in- 
scription across the top reads, “It’s 
Lamps This Christmas.” Prices, F.O.B.,° 
N. Y., are: 1 set, $5.00: lots of 2 to 
12 sets, $4.80 each; lots over 12 sets, 
$4.60 each. 


Catalog No. 44 For 
Hendryx Bird Cages 


This catalog illustrates the complete 
line of Hendryx bird cages, cage stands, 
miscellaneous cages, parrot equipment 
and bird cage accessories. The com- 
pany has a large assortment of attrac- 
tive models supplied in 89 combina- 
tions of style, unit and color. The 
firm has a new plan for the optional 
selection of stands suitable for various 
cages. A price list folder applying to 
this catalog is enclosed. The Andrew 
B. Hendryx Co., New Haven, Conn. 


Hillwood Catalog 
And Price List 


The Hillwood Mfg. Co.. 21700 St. 
Clair Ave., Cleveland, Ohio, has re- 
cently issued its catalog and price list 
on tacks, staples, furniture, upholsterer’s 
and “Helyx” drive screw nails. The 
catalog is of the loose-leaf type. 
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reply—‘“We are under contract!” 





both profited by the connection. 


quality while reducing cost. 


backings. 


offer? 


plants, but have never seen such order and efficiency! 


Our plant is always open to our jobber friends. 


QUALITY AND EQUIPMENT 


By E. B. GALLAHER 
Editor, Clover Business Service 
Treasurer, Clover Mfg. Co. 


NX IMPORTANT JOBBER called at our plant recently. 


For many years we had tried to sell him Coated Abrasives—always the same 


Asking to be shown through the plant, he saw great activity 
—modern up-to-the-minute equipment—thousands of dol- 
lars’ worth of goods in process and in stock—everything 
modern and perfectly appointed. 


Back to the office; said, “I have been through several such 


1? 


Then, “Why aren’t you selling us?” We explained, “Your 
buyer always told us you were under contract!”; and he re- 
plied, “Our tests of Clover Coated Abrasives have always 
shown they are as good as the best, but we have been told 
your facilities were poor—your capacity small—your finances 
doubtful. Unfortunately for us we believed it—now I know better.” 


We have enjoyed the entire business of this jobber for the past two years—we have 


Come! See for yourself with what 


care we make and test our product—how we protect our customers to assure high qual- 
ity. See what ample facilities we have—how modern and up-to-date equipment increases 


It is because of our splendid facilities and ample finances that we are able to meet any 
competition in quality of goods, and always at right prices. 


Our line of Color-Stripe Coated Abrasives covers all items required by the Mill Sup- 
ply Distributors and Hardware Jobbers, in Flint, Emery, Garnet, 
Aluminous Oxide and Silicon Carbide, on both Paper and Cloth 


May we have the privilege of showing you what we have to 








CLOVER MANUFACTURING COMPANY 
NORWALK, CONN., U.S. A. 


SANDPAPERS 
METAL-WORKING PAPERS AND CLOTHS 
WOOD-WORKING PAPERS AND CLOTHS 


CLover GRINDING AND LAPPING CoMPOUNDS 














E. B. GALLAHER: 
Clover Mfg. Co., Norwalk, Conn. 
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Calbar Display Cabinet 


This display cabinet for Caulk-O- 
Seal, a plastic caulking compound, 
made by the Calbar Paint & Varnish 
Co., 2620-26 N. Martha St., Phila., Pa., 
is a self-contained unit. It provides the 
dealer with a complete stock of caulk- 
ing compound without disturbing his 





present stock arrangement. Its own 
shelf stock of Caulk-O-Seal consists of 
four l-gallon cans, eight half-gallon 
cans, 16 quarter-gallon cans, 12 medi- 
um tubes and color chart. The dis- 
play, constructed of steel shelving and 
corner posts and attractively decorated, 
is supplied free to dealers ordering the 
assortment contained in the unit. 





National Brass Co. 
Offers Display 

To assist dealers in selling Moderne 
Kitchen Cabinet Hardware in Crome, 
manufactured by the National Brass 


Co., Grand Rapids, Mich., the firm of- 
fers a metal display free requiring of 
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the dealers to purchase only the hard- 
ware on it. The panel neatly and at- 
tractively offsets the mounted hardware 
with its plain colored background con- 
trasting with the bright caption. Panels 
are available in a selection of three 
colors. On back of each is mounted 
a convenient price card. Manufacturer 
suggests display be associated with 
paint and allied products as it is a 
replacement item used along with re- 
decorating materials. 





Raybestos Adds 
To Quickflame Line 


The Raybestos Division of Raybes- 
tos-Manhattan, Inc., Bridgeport, Conn., 
has added kindlers for standard size 
burners, giant size burners, and 344 in. 
diameter Lighting Rings for Needle 
Valve Stoves to its Quickflame Asbes- 
tos Oil Stove Wick line. According to 
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the manufacturer these items are at- 
tractively packaged in the modern man- 
ner for maximum shelf appeal and 
consumer acceptance and the Quick- 
flame line now equips the dealer to 
service practically the entire wickless 
oil stove market with its small assort- 
ment of only five styles. 





Norton Abrasives 
Catalog No. 17 


“Qilstones, Abrasives Specialties” is 
the title of an attractively illustrated 
catalog offered by Behr-Manning, Di- 
vision of Norton Co., Troy, N. Y. It 
features with complete descriptions 
stones for various purposes, emery cloth, 
tool grinders, sandpaper, safety razor 
hones, grinding wheels, etc. 


Stanley Work Bench 
And Tool Set No. 845 
This combination is designed to ap- 


peal to dealers interested in the home- 
workshop market. It consists of a 


sturdy hardwood work bench which the 
manufacturer states has been priced 
at cost, and 25 Stanley Tools, which 
are quality standard stock items. The 
suggested retail selling price for the 
combination unit is $65. Stanley Rule 
& Level Plant, New Britain, Conn. 








Florence Window 
Display Material 


The illustration shows part of the 
display material offered by the Florence 
Stove Co., Gardner, Mass. The cutouts 
at the left consist of a center piece, 
nearly four feet high, and two small 
side cards. The center piece is in- 
tended to be placed between two 
Florence oil-burning heaters. The 
smaller cards may be used as “spots” 
down front at each end of the win- 
dow or on top of Florence heaters in 
the store. At the right is the range 
burner roll-up about which are several 


Florence range oil burners. This 
poster shows how the burners look in 
a stove, showing the burners and flame 
in color. Range burner name cards 
shown in the photo may be used to 
identify Florence range oil burners in 
store or window. Crepe paper rolls, 
20 feet long by 30 in. wide, shown 
under this material, are of appropriate 
design and color for use throughout the 
fall and winter selling season and can 
be used as a background for a window 
trim or across the front and sides of 
a window or in the dealer’s stove de- 
partment. 
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There are three outstanding brands which have been 
consistently improved instead of cheapened. All have 

a strong cotton cord carcass and are known by names 
instantly recognized by merchants wherever garden 
hose is sold. 


BULL DOG CORD—2-braid 


The leading brand of high quality garden hose on 
the market. A strictly quality hose from tube to 
cover. Attractive wide corrugations and distinctive 
chocolate brown color. The hose to sell to discrim- 
inating home owners, estates, parks, contractors, 
country clubs, or wherever a thoroughly superior 
hose is desired. 


VIGILANT—2-braid 


Our largest selling brand of 2-braid garden hose. 
High enough in quality to be considered a strictly 
high grade hose, yet low enough in price to com- 
mand a large volume sale and heavy repeat business. 


VIXEN—1-braid 


Here is a low-priced hose of real value. Built to 
supply the demand for a popular priced hose of 
good quality that will give satisfactory service. 


In addition there is a new hose—TIGER—tecently 
developed and placed on the market for the first time 
this season. The price range of these four brands is 
sufficient to cover all demands on the retailer. With 
this concentrated line of only four qualities, the mer- 
chant is able to maintain a cleaner stock with the 
smallest possible investment and to avoid the annoy- 
ance of odd lots to be sold at a sacrifice when the 
season is over. 
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Goodrich Announces 
1936 Garden Hose Line 


The B. F. Goodrich Co., Akron, 
Ohio, has announced its 1936 garden 
hose line in an attractive four-page 
bulletin. A feature of this bulletin is 
the inclusion of cross-section samples 
of the five grades of hose inethe line. 
Maxecon, of two layer braided cord 
fabric construction, is offered for severe 
home service. Garden Club, designed 
for average home requirements, holds 
appeal for women because of its light 
weight. Both brands are furnished 
with attractive nickeled couplings which 
are tripled-crimped to hose. Record 
200 is offered as a popular priced gar- 
den hose and is made with a cotton 
carcass which, it is claimed, makes for 
less weight and_ greater strength. 
Deluxe and Torrent brands are de- 
signed for use on golf course or large 
estate and are of extra weight and 
strength. Booklet also contains in- 
formation on the new “On-the-glass” 
window trim, hose display stand and 
series of attractive folders which will 
be available free to all Goodrich deal- 
ers. Address Mechanical Rubber 


Goods Division. 





No-Mar Wrench For 
Hex Fittings 


This wrench, for use on hexagonal 
pipe fittings and which combines the 
ease of operation of a pipe wrench with 
four-bearing No-Mar jaws, is said to 
be ideal for use on chromium, nickel- 
plated and brass valves, fittings, unions 
and bonnets. Four flat bearing sur- 
faces take hold with a non-slip grip 
which is an element of safety and pre- 
vents crushing or marring the fitting 
and breaking down the corners. Sup- 
plied in 8, 10, 14, 18, 24 and 36 in. 
sizes with forged steel handles. Green- 
field Tap and Die Corp., Greenfield, 
Mass. 


Metal Cleats For 
Roll Roofing 


E. Z. Laid Metal Cleats for compo- 
sition roll roofing, made by Bryan 
Wheelbarrow Co., Bryan, Ohio, have a 
concave curve on the edge of the strip 
opposite the nail hole; the pressure of 
driving the nail, it is stated, flattens 
this curve into a straight line, making 
an even pressure upon the roofing all 








along the edge of the cleat. It is said 
to have no one binding point which 
can in any way injure the roofing and 
cause it to tear. Made with a lap end, 
so that the end of the cleat fits over 
end of the one previously laid. Nail 
goes through both cleats, binding them 
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together in an unbroken strip of any 
desired length. It is stated cleats are 
made from prime sheets of 28-gage, 
rust-resisting copper bearing galvanized 
stock. Measure 30 in. long, and 
allowing for one inch lap, will lay 29 
in. per cleat. Packed 17 cleats per 
bundle, 60 bundles per box or 20 cleats 
per bundle, 50 bundles per box. 


Solar Reduces Size 
Of Dry Electrolytics 


By means of roughening the alum- 
inum foil used in dry electrolytic con- 
densers, thereby increasing the surface 
area, it has been possible to reduce the 
size to about half those of the previous 





type. This, the manufacturer claims, 
has been done without any loss of 
quality, according to tests running for 
thousands of hours both in laboratories 
and in radio sets. Two voltages are 
available, 450 and 200, in all usual 
capacities. This series of Solar dry 
electrolytics are named “Little Giants.” 
Solar Mfg. Corp., 599-601 Brodaway, 
New York City. 


Arcade Mfg. Co. Has 
No. 15 Model Maker 


This Model Maker is a multi-tool 
unit that has been added to the line 
of homeworkshop power tools manu- 
factured by Arcade Mfg. Co., Free- 
port, Ill. It consists of a lathe, grind- 
ing wheel, disc sander, bench saw, 
drill chuck, sabre saw, vise and AC 
type 60 cycle, 110 volt motor. The 
overall dimensions are 18 inches long, 
10 inches wide and 8% inches high 
(with sabre saw mounted). All tools 
operate from the lathe shaft. Base 
is of cast iron with all moving parts 
of steel. Finished in bright red and 
black enamel—with bright steel ma- 
chine parts. Shipping weight with all 


tools and accessories, 30 lbs. 








1936 Hooded Power 
Lightwin Outboard Motor 
This Evinrude Lightwin outboard 


motor, made by Outboard Motors 
Corp., Milwaukee, Wis., has the entire 
carburetor, spark plugs and wiring 
neatly housed in an aluminum hood. 
Protection is given to vital parts besides 
providing a pan for conveying car- 
buretor drippings overboard. In front 
the hood forms a handle which balances 
the motor’s 38 Ibs. It is stated that the 
operation of this model is smooth at 
all speeds due to rubber cushioning 
throughout and the rubber-mounted 
Co-Pilot steers smoothly without a 
tremor reaching the steering handle— 
also steers boat on set course whenever 
operator lets go. Steering handle tips 
for tilting. According to the manufac- 
turer the rubber-cushioned propeller is 
balanced and vibrationless; centrifugal 
pump provides adequate cooling at all 
speeds; automatic exhaust eliminates 
noise and discharges fumes in wake of 
boat; streamlined gear case permits 
fullest speed performance; grease seals 
retain gear lubricant for long intervals. 
For deep boats or for auxiliary power 
on yachts and sailboats, Lightwin is 
supplied with shafts 5 in. or 15 in. 
longer than standard at small extra 
charge. Suggested retail selling price 
of standard model is $115.00 f. o. b. 
Milwaukee. 


Clemson Dealer Helps 


The new Star “Moly” hack saw blade 
made by Clemson Bros., Inc., Middle- 
town, N. Y., will have stamped on each 
blade the entire length, width and 
gauge as well as the factory number 
for reordering. Thus the dealer can 
simplify his order through requisition- 
ing numbers instead of lengthy speci- 
fications. Star “Moly” hand blades 
are packed 6 doz. to a box while the 
power blades are packed in one dozen 
lots only. List price sheet, as issued 
by the manufacturer, carries all num- 
bers indicating specifications that are 
in agreement with numbers and speci- 
fications as found on the blades. 
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"OUR CUSTOMERS LIKE THE RUBBERSET 
‘SIMPLIFIED LINE’ — WE LIKE THE 


PROFITS IT PRODUCES’ 


Under Bristol-Myers ownership, Rubberset’s “Simplified 
Line” offers a brush for every job, yet allows you to— 


1—CUT YOUR INVENTORIES 
2—- SPEED-UP YOUR TURNOVER 
3—MAKE MONEY ON PAINT BRUSHES 





W KNOW what you are up against when it comes to 
making money on paint brushes. About 90% of your 
sales are on only about 40% of the styles you carry, which 
means a heavy investment...slow turnover...and little profit. 


Make Real Money 


So, Rubberset has gone to work and developed a plan 
whereby you can make money, real money, on paint brushes. 


1 RUBBERSET “Simplified Line””— The Rubberset line has 
been cut in half. There is still a Rubberset brush for every 
job ... but no costly, profit-eating duplication. 

2 Smaller Investment — You carry a smaller stock, 
make a smaller investment. You get quicker turnover, 
greater profits. 

3 Real Values —Each brush in Rubberset’s complete 
line of utility household brushes is a real value and 
brings you a good profit. 



















4 Advertising —To help you sell better brushes 
that bring a bigger profit, we are advertising the 
Rubberset “Simplified Line” to painters and 
decorators in their own magazines. 
Turn your paint brush department in- 
toa money-making departmentwith the 
Rubberset “Simplified Line.” Ask your 
as with B wholesaler, or write us —TODAY! 
ified Line- i 


RUBBERSET COMPANY ff 


PAINT BRUSH = /S##4/ished 1873 56 ceRRY STREET 
DIVISION NEWARK, N. J. 


Now Under Ownership of Bristol-Myers Co. 





BRUSH THAT 
1S TRADE MARKED 
RUBBERSET 

iS A GENUINE 
RUBBERSET 
BRUSH 
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International Radio 
Has Kadette Sixty Six 


This six tube AC-DC Superhetero- 
dyne is of modern design in attractively 
figured American walnut veneers with 
a band of oriental walnut encircling 
the rounded cabinet. The base is of 
black ebony. Horizontal grille open- 
ings of unusual design add to the 





modern appearance. Kadette has two 
distinct bands, 550 to 1600 Kilocycles 
and 70-185 Meters, tunes standard 
broadcast, amateur, airplane and all- 
police bands. Some of its features 
are: 5 in. electro dynamic speaker; 
full-vision double pointer dial with 
pilot light; fully shielded I. P. trans- 
formers and cool heat-free power cord. 
Size of cabinet is 13% in. long, 9 in. 
high and 6 in. deep. Net weight is 8 
lbs., shipping weight is 10 lbs. Sug- 
gested retail selling price is $19.95. 
International Radio Corp., Ann Arbor, 
Mich. 


Dresser Pipe Coupling 
Style 65 


To make a joint with the Dresser 
Style 65 Compression Coupling, the 
pipe ends are inserted into the coupling 
(which comes assembled) and then 
tightened by two threaded octagonal 
nuts. As the nuts are tightened, two 
resilient “armored” gaskets are com- 
pressed tightly around the pipe, grip- 
ping it with great force and giving a 
positive seal. The manufacturer states 
that the resulting joint is not only per- 
manently tight but absorbs normal vi- 























bration, expansion and _ contraction 
movements, and permits deflections of 
the pipe in the joint; joint making in 
cramped corners is simplified; repairs 
on old lines can be quickly and easily 
made; and the joint is suitable for ex- 
posed lines because of its compact ap- 
pearance. These couplings are supplied, 


black or galvanized, in standard steel . 


pipe sizes from % in. I. D. to 2 in. 
I. D. inclusive. S. R. Dresser Mfg. Co., 
Bradford, Pa. 


Syncro Power Jig Saw 


This jig saw manufactured by Syncro 
Devices, Inc., 743 Beaubien St., De- 
troit, Mich., has a self-contained power 
unit instead of a conventional motor 
and operates from any 110-120 volt, 60 
cycle alternating current circuit, using 
for its source of power a magnetic coil. 
According to the maker the saw is of 
scientific design and there are no 
heavy reciprocating or rotating parts 





to get out of order—needs no oiling 
and runs quietly. Syncro cuts rapidly 
through wood up to % in. in thickness 
and, it is stated, cuts absolutely smooth 
edges, which need no sanding due to 
the rapidity of action and positive 
downward working stroke of the saw 
blade. Radius is ample to accom- 
modate the turning of working stock. 
Thin metals also may be easily cut. 
Table plate is 10 in. square. Overall 
length from front to back is 19% in. 
with an overall height of 914° in. 
Several saw blades are included with 
the compact Syncro shipment and in- 
structions for assembly included. List 
price is $12.50 with discounts to the 
trade. 


Delta Powerflare 


The Delta Powerflare, a portable 
electric signal lamp, is designed for 
trucks, busses, street repairs, fire de- 
partments, highway work, emergency 
crews and waterways. The maker states 
it can’t blow out, explode, cause fire, 
leak on cargo, smell, muss, smoke, and 
has effective range in excess of 1 mile. 








li 
Pi 


MODEL A1558 
WITH INDIVIDUAL 
CARRYING BRACKET 


Operates on standard 6 volt lantern 
battery, either with constant burning 
light or flashing signal. Sturdy all-steel 
construction, finished in durable Delta 
Red enamel baked on. Each Power- 
flare is equipped with individual carry- 
ing bracket. Packed 12 to a shipping 
case, weight, 25 Ibs. List price $2.75 
complete less batteries. Delta Electric 
Co., Marion, Ind. 


—_——— 


Honeyman Hardware 
Catalog No. 12 


This catalog of the Honeyman Hard- 
ware Co., Portland, Ore., is a departure 
from the usual catalog make-up. It is 
made up of seven sections, complete 
with product information and illustra- 
tions and indices. These sections are 
securely bound together under a hard 
cover to form the general catalog. The 
individual sections are: General Hard- 
ware, Mechanics’ Tools and Auto 
Supplies, Builders’ Hardware, House 
Furnishings, Guns, Ammunition and 
Cutlery, Athletics and Fishing Tackle. 
The front portion of the catalog con- 
tains a general index for the entire 
volume. 





Helwig Button Press 


The Helwig Button Press, a seam 
buttoner and blind riveter, the manu- 
facturer states, eliminates the use of 
rivets and riveting in the binding of 
standing seams in ventilation, cornice, 
skylight, and other work of similar 
character. It is claimed that the But- 
ton Press leaves a seam which retains 
its stiffness and does not become 


a= = 


stretched. Has adjustment for different 
thickness of metal. Jaws, two styles; 
straight or at 45 degree angle. Maker 
states jaws cannot twist and are held 
rigidly between two specially tempered 
steel plates. No. 2, weight 8% lbs., 
length 27 and 23 in., capacity 18-20 
ga. No. 3, weight 6 lbs., length 27 in., 
capacity 22 ga. No. 4, weight 3% lbs., 
length 24 in., capacity 27 ga. The 
Helwig Mfg..Co., St. Paul, Minn. 
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Sim PLIFIED SERVICE 


When you have occasion to order by mail, you 
want to get the necessary information, write 
out your order and send it off with the least 
possible waste of time and effort. 





Here's how it can be done. 

First refer to your new Worthington General 
Catalog (which goes out to our dealers right 
after Jan. Ist). Light and easy to handle, yet 
probably the most complete hardware catalog 
ever issued. The beautiful loose leaf cover is 
built to stand the hardest usage and new pages 
will be issued regularly to keep it always up- 
to-date. 

Want to know your cost on certain items in order 
to quote a retail price? Look in your Worthing- 
ton Dealer's Price Guide. It's easy to handle, too. 
Now reach for your Worthington Order Book, 
write up the order, tear out the sheet, fold it 
and drop it in the mail. , 
Simple, isn't it? And we guarantee you will like 
the way we handle your order from the minute 
Uncle Sam delivers it. 


WITH BEST WISHES FOR A 
PROSPEROUS 1936 


Tue Geo. W onraineron Co. 


1829 CLEVELAND, OHIO 1935 
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RIXSON’S 
GREETINGS 


TO THE 


HARDWARE INDUSTRY 
The Old Year Dies— 


LONG LIVE THE NEW 


The new year, in spite of all the deep plans 
and high hopes we are crowding into it, will 
be 366 days long—no more, no less. 


To make this year 1936 live long then, we 
must make it memorable—to live in our 
memories when years of the earlier 1930’s 
are forgotten. 


It is the Oscar C. Rixson Company’s wish 
that the new year will find you alert, vigorous 
and ready to change every minus to a plus. 
In this ambition we join you, offering all the 
whole-hearted cooperation in our power. 


And it is encouraging that all the forecasts 


are for a favorable season. This suggests an 
early check-up on stock. 


See Sweet’s for Further Reference 


THE OSCAR C. RIXSON CO. 
4450 Carroll Ave., Chicago, Il. 


New York Office: 2034 Webster Ave., N. Y. C. 
Philadelphia—Atlanta—New Orleans—Los Angeles—San Francisco 














HARDWARE SPECIALTIES 


51 





SPIRAL 
SCREW DRIVER 






Excludes Dust and Dirt 
Helps Prevent Wear 


These Tools Will Sell 
On Their Merits 





Simple Adjustments 
Covering Provides Full Grip 


Farreys Harmonize Builders 
Hardware 


(Continued from page 31) 


tals of architecture and can, of 
course, “take off plans” from blue- 
prints. As a result, many archi- 
tects and builders welcome their 
help and advice in completing a 
sale and willingly bring the pros- 
pect to the store for this purpose. 

When the hardware for doors is 
selected, samples are brought out 
for window, closets, cupboards, 
etc. Then bathroom fixtures, cabi- 
nets and accessories are offered, 
as are special curtain rods de- 
signed in harmony with the hard- 
ware selected. This simplifies the 
customer's purchasing job and en- 
ables Farrey’s to obtain a rela- 
tively larger and more profitable 
order. 

The Farreys have been a factor 
in the design of special hardware 
now used extensively in all parts 
of Florida. They helped work out 
some special patterns of high 
priced butts for front doors which 
are more in keeping with the qual- 
ity, requirements and designs most 
popular in that part of the coun- 
try. Here again the customer is 
better served and the store rings 
up a larger and more profitable 
sale. There is, of course, some 
competitive price worry faced in 
this business but the firm concen- 


trates as much as possible and 
practical on the really quality 
jobs which bring in reasonable 
margins of profit and represent 
relatively good sales. The whole 
atmosphere of the Farrey builders’ 
hardware studio is conducive to 
selling the quality idea, by stress- 
ing harmony, durability, appeal- 
ing to pride of ownership, etc. 

Miami Beach has, of course, en- 
joyed an almost phenomenal 
growth in recent years, despite the 
reaction of storms, booms, etc. It 
is a place of many fine hotels, ex- 
pensive lavish estates and yet has 
a large proportion of modest yet 
attractive bungalows and other 
moderate priced single-family 
dwellings. Most of the homes are 
new, modern of concept and the 
average run of hardware is notice- 
ably attractive and not the strictly 
price kind. With an increasing 
all-year population and some in- 
crease in the number of summer 
and warm months visitors Miami 
Beach will undoubtedly continue 
to grow. With its growth will 
come further growth in the activ- 
ities of the Farrey Hardware Co., 
which has contributed richly to its 
growth to date. 





State Taxation of ‘Trademarks 


(Continued from page 34) 


notwithstanding common law. (Kan- 
sas vs. U. S. 206 U. S. 46.) 
“Now as to the constitutionality 


ventors exclusive rights to their re- 
spective writings and discoveries 
(Copyrights and Patents). 


The completely enclosing feature in the and validity of such new trademark 


laws. Present trademark laws or 
provision for trademark registra- 
tions are in force and effect in a 
majority of the individual states. In 
twenty-two of these individual states 
these trademark laws have been 


“Registration of trademarks in 
the United States Patent Office does 
not grant nor does it create or es- 
tablish any property rights, as the 
individual states have their own 
trademark laws. The United States 
Supreme Court has held ‘Property 


new Greenlee Spiral Screw Drivers is of 
real importance. It is a practical, worth- 
while improvement for the user, and it is a 
sales help for the dealer. It keeps out dust 
and dirt, permits thorough lubrication, and 
makes it impossible for oil to drip on the 
work. In addition, it provides a conve- 





nient grip for the guiding hand. 


Your customers will like these new screw 
drivers the moment they see them. They 
are easy to sell, and they stay sold. Write 
now for complete information, giving name 


of your jobber. 


GREENLEE TOOL CO. 


1715 Columbia Ave., ROCKFORD, ILL. 
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tested and sustained both as to their 
constitutionality and other legal ad- 
vantages. The United States Con- 
stitution does not contain any pro- 
visions for giving effect to a United 
States registration (Federal regis- 
tration or registration in the United 
States Patent Office) or a trade- 
mark; and Congress only has the 
power to protect the progress of sci- 
ence and useful arts by securing for 
a limited time to authors and in- 


in trademarks and the right to their 
exclusive use rest upon the laws of 
the several states and depend upon 
them for security and protection.’ 
(248 U.S. 90.) And it has further 
held that registration of trademarks 
under the Federal laws would not 
provide a remedy against infringers 
of trademarks within the boundaries 
of any one of the individual states 
(279 U.S. 156). 


“Everyone is aware of the old 
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Illustrations HALF SIZE 


One pair 2x2 No. 706 Cadmium Plated Loose Joint Butts 
with Brass Pins, one 14, Hook and Eye. Complete with screws 
—each set packed in an envelope, one dozen sets in a box. 
Specify right or left hand. 


No. 730 Wrought Steel Loose Pin Hinge 
With Button Tip 





lilustration ONE-THIRD SIZE 


Loose pin hinge with button tip. Full surface. Length of 
joint 3 inches. Screw holes of one leaf are countersunk on 
both sides. Packed half dozen pairs in a box with screws. 
Size of screws 34x8. 


No. 1124 Screen and Storm Window Sets 
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Illustrations HALF SIZE 


One pair No. 724 Cadmium Plated Screen or Storm Window 
Hangers. One 114 Hook and Eye complete with screws. Each 
set packed in an envelope. One dozen sets in a box. 


( SRIFFIN 


nufacturing Company 


ERIE, PENNSYLVANIA 











Branch Offices:- 


BOSTON: 113 Purchase St 


NEW YORK: 45 Warren St. : 
SAN FRANCISCO: 703 Market St. 


CHICAGO: 162 N. Clinton St. 
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By their Tops 











It’s easy for buyers to pick out the most economical, 





longest lasting fence. The RED (top wire) MARKING 
teils them at a glance it’s the fence that’s ‘“Galvan- 
nealed,”’ not galvanized; that it’s made of copper- 
bearing steel, not just ordinary wire; that it’s the low- 
est cost fence per rod, per year. 


No other fence is so distinctively marked. No other can be similarly 
trade-marked with red or any other color — Keystone has that 
patented, too. 


Isn’t it good business to have the merchandise you sell different 
from anything else on the market—something that stands out in 
appearance, in quality, in top valte? 


It is the Keystone policy to help its dealers 
SELL the fence and posts they buy. The 1936 
sales-plan is perhaps the most complete ever 
devised in the wire industry. How about 
writing us—we’d like to tell you all about it. 


RED 
Iie) 


KEYSTONE 
Aluminum 


Stripe 
STEEL POST 


STEEL POST 





Here’s another dis- 
tinctively marked 


Beauty, strength, 
utility all in one. Rail- 





product, also the tops 
in quality. Rail steel, 
more strength, stiff- 
ness. Proper spring. 
Reinforced 4-ways. 
Double finish. 








road rail formation 
that means stand-up- 
ability year after year. 
The post buyers want 
—a good seller for 
you. 


Keystone Steel & Wire Company 


Dept. P 


PEORIA, ILLINOIS 
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FIRELINE 


is easily applied to any 
thickness . . . comes 








In air-tight tins, 
like 


Kepazrs Fineuine 





any thickness. 
Put on in a few 


CRACKED —. s te se 
FIREPOTS “sets” in to a 


ba ‘ tough 1-piece 
lining that is GUARANTEED: To withstand 
3,000 degrees F.; not to crack, fuse or spall—to 
protect firepot castings indefinitely. 

Do not confuse with “Smear-on’” make shifts. 
FIRELINE is a genuine refractory material of 
the aw used in high temperature furnaces. 
It vers more heat in any stove or range. It 
ends the firepot problem, for it repairs cracked 
and broken pots. . . . No more fireless days wait- 
ing for castings, no more losses through changed 
models or “bootleg” misfits—instead, an unlim- 
ited, quick-turn-over, sure-profit market for you, 
and a far better deal for your customers. 


Today’s Sales Sensation 


Sell one family FIRELINE and they’ll sell 
the block . . . it ‘‘spreads like measels’’ be- 
cause it meets a long felt - Just intro- 
duced, it is carried by jobbers everywhere. 


FIRELINE STOVE & FURNACE LINING CO. 
1859-L. Kingsbury St., Chicago, U. S. A. 
Write for FREE Sample Can 
and information on — 
Dealer Helps al 








(Copr. 1935, Plibrico Jointless Firebrick Oo., Chicago) 
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legend ‘priority of use’ and we are 
not unmindful of the protection 
arising from priority. This fact 
alone is not a complete protection 
against the various forms of piracy 
in trademarks today. 

“For instance, such priority will 
not give any protection on classes of 
goods which have not yet been sold, 
nor will it prevent anyone else from 
appropriating a trademark on such 
class of goods. Further, neither 
priority of use nor Federal registra- 
tion will give any protection what- 
soever in any states or territory 
where merchandise has not been 
sold, This statement is made with 
full knowledge of the fact that many 
concerns have protected their marks 
in a number of cases against such 
unfair competition and that with no 
more protection than is afforded by 
having registered in the United 
States Patent Office, and priority of 
use. However, it is also true that 
many famous trademarks have been 
and are at present being infringed, 
and without legal remedy.” 

In the October 10 issue of 
Printers’ Ink, C. B. Larrabee 
writes an article headed “For 
Revenue Only,” and asks the ques- 
tion, “Will State Legislatures 
Turn to Trademarks as Fruitful 
Source of Heavy Taxation?” From 
Mr. Larrabee’s interesting article 
I quote as follows: 


“At its last session, the Nevada 
State Legislature passed a bill for 
mandatory trademark registration 
in the State. Similar bills were be- 
fore the Legislatures of New Jersey, 
New York and Maryland, but were 
not passed before adjournment. 


“Several groups of advertisers, 
suddenly awakened to the dangers 
of this type of legislation, induced 
the Governor of Nevada to veto his 
state’s bill. Most manufacturers of 
trademarked merchandise, however, 
are not aware that the Nevada in- 
cident is possibly only one of the 
early phases of a movement which 
may cost the advertisers of the 
United States millions of dollars and 
result in a chaotic condition that 
may lead to trademark piracy and 
may threaten seriously the proper 
development and merchandising of 
new products. 


“The original conception of trade- 
mark registration was to offer citi- 
zens of the United States who had 
created trademarks an opportunity 
to protect themselves by securing 
better evidence of their ownership 
of these marks. Basically trademark 
legislation was as much a protective 
measure as penal laws against theft 


of personal property to a tangible 
kind. , Trademark legislation as a 
revenue-raising measure was far 
from the thought of those business 
men and legislators who fought to 
give honest business protection 
against infringement. 

“Conditions have changed. With 
the rapidly mounting costs of gov- 
ernment in the several states, legis- 
latures and administrators have been 
greatly concerned about methods of 
raising money by taxation. Along 
with the rising costs of government 
has come a mounting body of pro- 
tests from tax-oppressed citizens. It 
is not good politics to saddle the 
voters too heavily with direct taxa- 
tion. 

“Thus state after state has sought 
new methods of raising revenue. It 
is reliably reported that one of the 
chief topics of discussion in connec- 
tion with the last conference of gov- 
ernors was the finding of ways and 
means to get new revenue without 
direct taxation. 

“Forty-six states now have some 
kind of trademark registration. Ac- 
cording to experienced lawyers in 
the field no state has a really satis- 
factory law. Yet satisfactory regis- 
tration laws are highly desirable. 

“Many manufacturers still over- 
estimate the value of Federal regis- 
tration. An eminent legal authority 
in New York tells me that the legal 
advantages of Federal registration 
are comparatively small. 

“ ‘One of the main advantages,’ he 
says ‘is that an American manufac- 
turer cannot register in foreign 
countries without proving that he 
has already secured registration in 
the United States.’ 

“Federal registration also has the 
advantage of giving a citizen of a 
state the right to go into a Federal 
Court to sue another citizen of the 
same state. The great practical ad- 
vantage of Federal registration is. 
that the manufacturer makes a pub- 
lic record of his mark and that ques- 
tions of right to register that neces- 
sarily involve questions of validity 
and ownership can be fought out 
more quickly and cheaply in the 
Patent Office. 

“Under the law, however, a trade- 
mark right is a matter primarily of 
state jurisdiction. 

“State registration of marks is not 
a new thing. Even mandatory regis- 
tration is not new. As far back as 
1909, California passed a manda- 
tory law which was repealed in 1911 
as unjust and unsatisfactory. 

“Recently, however, certain in- 
terests have shown a surprising 
amount of diligence in the further- 
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Real Casein For 
No Heating Wood- jointing 
Great Strength Veneering 
Moisture - and 
Resisting Manual Training 
Le Page’s Winner Offer 80% Profit on Cost 
‘ You get a real selling aid with this offer—an “eye- 
—_— = ~ a COST teasing" display in striking colors and design, that 
3 pers 5 i 40c size $3.00 acts as a quiet sales producer. The hardware trade 
fer ripe b5e size . is cashing in on the trend for casein glue. That's 
Y ° why LePage's makes this inviting offer on Winners. 
FREE fe SELLS Your jobber will supply you—ask him today! 
Z2only 4027. 25c size FOR 
lonly 8 oz. 40c size $5.4 RUSSIA CEMENT CO. 
25 Folders—I Display Card ‘45 GLOUCESTER, MASS. 














Only ABW 


has these permanent 
labels on Shovels? 


Die pressed into the wood by a special ABW 
process, the new labels on ABW shovels, spades 
and scoops, are but one of many achievements 
identified with this famous line of tools. 


Attractive, unique and as permanent as the 
handle itself, these new labels are in demand 
by the buyers of quality shovels. 


In order to appreciate the beauty of these new 
labels as well as why they are permanent, one 
must see them. Ask your jobber to show you 
the ABW die pressed label in your favorite 
brand. This process is available for Jobber 


brands as well as Factory brands. 
Patented by ABW 


ASK YOUR JOBBER 


Ames BALDWIN WYOMING Co. 
Parkersburg, W. Va. North Easton, Mass. 
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UF KIN 


TAPES - RULES 
PRECISION TOOLS 





gfe ast 


“Choice 
Where QUALITY and 


PRECISION are considered 





UFKIN 
MICROMETERS 





@ FINEST QUALITY TOOL STEEL 
© IMPROVED DESIGN 

© SUPERIOR FINISH 

@ RAPID READING 

e EASE OF ADJUSTMENT 


@ GREATER DEGREE OF ACCURACY 
Theyre RIGHT-in every way 


Meet your Trade 


ith. 


THE [UFKIN RULE [0 


SAGINAW. MICHIGAN, U.S.A 


NEW YORK 


ra 


WINDSOR, ONTARIO 
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ing of state trademark legislation. 
It is, indeed, no coincidence that 
such mandatory laws as have been 
presented in a number of states have 
been almost exact duplicates in 
wording and phrasing. 

“These interests, it is claimed, are 
actuated almost entirely by the now 
famous ‘Profit motive.’ If manda- 
tory registration became fashion- 
able in all the states, millions of 
dollars of fees would pour into the 
pockets of those who would partici- 
pate in securing state registration.” 

The above quotation will give 
you in general the drift of Mr. 
Larrabee’s article, but space pre- 
vents my quoting a great deal of 
valuable information that follows. 
Those interested should secure 
both Mr. Struven’s and Mr. Lar- 
rabee’s articles and read them 
carefully. 

It is evident that those business 
concerns which have a direct in- 
terest in trademarks should get to- 
gether and see that the coming 
legislation on the registration ‘of 
trademarks should be intelligent 
legislation, fair both to the people 
and to the industrial concerns in- 
terested. A difference of laws in 
the various states can cause noth- 
ing but delays and enormous legal 
and other expenses in establishing 
trademarks and keeping them in 
line with the new laws that will be 
enacted. Even now business in 
the issuing of securities is being 
very much handicapped by the dif- 
ference in the Federal laws cover- 
ing the issue of securities and the 
laws of the various states. In 
other words, a corporation may 
have its securities passed by the 
Federal government, and then be 
held up by different laws in the 
states. In several instances, cor- 
porations have had their securities 
passed in Washington, and then 
have been held up entirely or seri- 
ously delayed in getting their 
securities passed even in their 
home states where their factories 
are located. All the expense en- 
tailed and the delays that follow 
are a serious handicap to business. 


In some cases the delay and the 
mounting expenses may even be 
fatal to the new enterprise and 
cause a loss of the entire invest- 
ment. 

As there are probably more 
well-known trademarks in the drug 
business than any other line, the 
drug trade has been very much 
agitated by recent proposed trade- 
mark legislation and taxation. One 
peculiar angle of the drug situa- 
tion is that under the state fair 
trade laws manufacturers of well- 
known trademarked goods have 
fixed their prices not only to job- 
ber, but also to retailers and con- 
sumers. One prominent manu- 
facturer told me that the jobbers 
and independent retailers were 
very loud in their demand for 
better profits in nationally adver- 
tised goods. Now, when these bet- 
ter profits were established as a 
result of recent state legislation on 
price fixing, the manufacturers 
have been astounded to find that 
both jobbers and retailers have 
brought out special brands of 
their own, similar to the manu- 
facturers’ goods, which they are 
offering to the consumer at very 
low prices. As such _ special 
brands do not have to carry the 
burden of advertising, etc., of na- 
tional brands, selling costs are 
naturally low, so the drug manu- 
facturer has found himself, after 
putting forth his best efforts to 
establish the price of his products, 
in the position of being stabbed in 
the back by cut price special 
brands put out by the very jobbers 
and retailers he had hoped to as- 
sist. The trade papers in the drug 
line are full of this subject, and 
probably the suggestion may not 
be out of place, that hardware 
manufacturers before going too 
far in the fixing of prices for na- 
tionally advertised products, 
should consider the effect on their 
business of special brands being 
offered by jobbers and retailers 
at much lower prices. 





Fairbanks Valve 
Catalog No. 21 


The Fairbanks Co., 393 Lafayette St., 
New York City, is offering a 56 page 
Fairbanks Valve catalog printed in two 
colors. It contains 96 illustrations of 
various types of Fairbanks Valves with 
description and prices; also cuts and 


information about Dart Unions. A page 
is devoted to the care of valves and 
others to the constructions of different 
type valves. Among the types shown 
are: bronze globe and angle valves; 
bronze gate valves; iron body globe, 
angle and cross valves; iron body gate 
valves and sphero valves. 
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, ~ You Solve 
| One of Your 
Croublesome 





VERY man and woman in your employ will ap- 
preciate receiving a full year’s subscription to 
HARDWARE AGE as a Christmas Gift remembrance 


from you. 


At a cost of only $1 each, you can bring them, 
through HARDWARE AGE every other Thursday 
throughout 1936, the information which will help 
them forge ahead in their chosen work. This in turn 
will also insure the profitable future of your busi- 
ness. 


You will bring them the most comprehensive ser- 
vice offered the hardware man today! Merchandis- 
ing Stories which can be adapted to the needs of your 
store—Store Lighting Articles—the “What’s New” 
section in which many of the new items being intro- 
duced to the trade are illustrated and described in 








detail for you—Window Display Plans—Market 
Summary Reports—Credit and Legal Articles—Last 
Minute Trade News—Convention Reports—Washing- 
ton News by our own correspondent— in fact all the 
information necessary to help them in the successful 
conduct of your business. 


What other friendly gesture could you make in the 
knowledge that your gift will lend a helping hand 
to them in their endeavor to better themselves and 
to become more valuable assistants to you? It will 
be a gift in daily use throughout the coming year 
and a constant reminder of your thoughtfulness and 
of your desire to help them succeed. 


HARDWARE AGE will do the rest. The first copy 
will be delivered before Christmas. A handsome 
Christmas card will be sent announcing that you are 
the sender of the gift. A year from now your em- 


ployees will still be enjoying your useful gift as much 
as they did the first week—probably more. 


Fill in the coupon and mail today! 








HARDWARE AGE 
239 West 39th St., New York City. 


Attached is my remittance for............................ 


Signed ... 


Subscription Rates: Domestic $1.00, Canadian $2.00, 
Foreign $2.50 a year. 





... staff Subscriptions. 


Firm Name . ee 
Address ..... ek ira: SRE octawe ee A nn eek Be eee 


Send HARDWARE AGE for one year to 
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Sell“O.K.” JRS. 


TO THE 


Home Workshop 


Ozoner 


The Home Workshop Owner wants 
accuracy. “O.K.” Jr. Screw Plates 
give it to him, at prices he will pay. 


Most Hardware stores already have 
“O.K.” Jr. Screw Plates in stock. 
Take a “No. 401” or a “B 5” for ex- 
ample, put a price tag on it, and dis- 
play it with your other home work- 
shop equipment for a few days. 
You'll find a demand that is real 


and active, and that moves Screw 


Plates. 


If you haven’t yet stocked the 
“Q.K.” Jr. line—now is an excellent 
time to start. Send for complete 


catalog. 





Sst Venta D 
CORPO ATION. 


GREENFIELO, 


New York: 15 Warren St. 
Chicago: 611 W. Washington Blvd. 
Detroit: 228 Congress St. W. 





Inspire Letters from Salesmen 
(Continued from page 29) 


to sell anywhere from three to a 
dozen lines made by as many manu- 
facturers. It simply won’t work. It 
isn’t in the cards that a salesman 
can get the maximum volume of 
business or anywhere near it on a 
half dozen lines; neither can he do 
it on two lines. If it were simply a 
question of how much of this or 
that do you want, or in other words, 
if he had goods that no one else had 
and that everybody wanted it might 
be possible, but where it is necessary 
to do some selling it simply can’t be 
done. Imagine, if you can, a sales- 
man giving a buyer a sales talk and 
demonstration lasting twenty min- 
utes or more, then after he had the 
order, back up and start all over 
again on another different line and 
doing this again and again. The 
buyer that would stand hitched 
through all this would be either 
paralyzed or dumb or both. It 
doesn’t make much difference either 
whether the buyer is an old ac- 
quaintance or one you never saw 
before. I have talked to old job- 
bers’ salesmen on this subject and 
they tell me that it won’t work even 
with them. If, for instance, they ap- 
proach the buyer with a cutlery roll 
in one hand and their general cata- 
logue in the other and the buyer 
goes through the cutlery lines and 
places an order, he invariably balks 
at placing the usual sized order for 
general merchandise even though he 
places it with another jobber the 
next day. 

“So much for the shortcomings 
of the commission salesman or 
manufacturers’ agents. New for 
some of the policies of the manufac- 
turer that seem to me are decidedly 
short-sighted. Every manufacturer 
making a representative line nat- 
urally wants all the good business 
a given territory can produce. In 
order for the salesman to get this 
volume it is necessary for him to 
plan his campaign. It might be 
necessary to turn a little business 
through the jobber here or do a 
little sales work for the retailer in 
another spot, or in other words, he 
must, as you say, do a certain 
amount of missionary work. Can a 
salesman afford to do this work, and 


would he do it if he could, knowing - 


that at the end of the month his 
check will represent a certain per 
cent of the gross sales shipped dur- 
ing the month? He might know full 
well that all this missionary work 
will mean a larger check later, he is 


not interested in what might come 
later, and can you blame him. Then 
again, some manufacturers have a 
policy of withholding certain active 
and profitable accounts which are 
handled direct from the factory. 
How much missionary work could 
you expect the salesman to do, 
knowing that his missionary work 
might reflect in the sales or volume 
from the accounts in which he had 
no interest? In the event he does 
not do this necessary missionary 
work who loses, himself or the fac- 
tory, or both? 

“Usually they corral three or four 
prospects after the usual questions 
of ‘How many lines do you carry, 
how often do you see the trade, ref- 


’ erences, etc? Then with some re- 


strictions or hold-outs the line is 
offered to the most likely prospect 
and if he doesn’t want it they try 
the next, etc., until the line is 
placed. If the salesman falls down 
they go through the same procedure 
again and they do all this without 
seeing or talking to the prospective 
salesman. While all this is going on 
the territory is deteriorating. Among 
the manufacturer’s most valuable 
assets are his territories and sales- 
men and yet in many cases these 
are treated almost with contempt. 

“When I started on the road in 
1912 with a line of builders’ hard- 
ware specialties, the manager, who 
also had charge of sales, told me 
this—‘There is one thing I want you 
to remember: It costs so much to 
get a good account started that you 
can’t afford to jeopardize that ac- 
count by trying to uphold some 
principle that in the end don’t 
amount to anything.’ 

“Another shortcoming that can 
be charged against many manufac- 
turers is that the person in charge of 
sales is not a good merchandiser, 
although he may be a good sales- 
man. 

“In conclusion I would like to say 
a few words regarding what I my- 
self would consider an ideal method 
of compensation. If on a commis- 
sion basis, to have a drawing ac- 
count sufficient to cover traveling 
expenses and to be made to feel 
that I was as much a part of the 
organization as the man on salary. 
To be given sufficient territory that 
when thoroughly developed would 
amply pay for all the development 
work done and to be put in a posi- 
tion to make extra commissions by 
boosting sales on long profit items, 
etc.” 
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How's the 


Hardware Business 


(Continued from page 37) 


brought full time employment to 
many workers. 
* * * 

New passenger car sales in 
the United States in November, esti- 
mated at 215,000 units, were the larg- 
est for any November in the in- 
dustry’s history. It is estimated by 
R. L. Polk & Co., that total pas- 
senger car registrations for 1935 will 
reach 2,716,000 units, and will thus 
reflect a gain of 42 per cent over 
the 1,888,557 cars sold in 1934, and 
a slight increase over the 2,625,000 
cars sold in 1930. Tentative pro- 
duction schedules set up by the in- 
dustry for January indicate no re- 
cession from the high level which 
has been maintained during the cur- 
rent month. Plans for February, 
despite its fewer number of days, 
are likewise just as ambitious as 
those for the first month of 1936. 
The bullishness of automobile manu- 
facturers is indicated by the larger 
than usual stocks of raw materials 
they have recently acquired as pro- 
tection against possible shortages. 
At present some manufacturers are 
having difficulty in filling retail 
orders for certain models, and are 
as much as two or three weeks be- 
hind the pace of the demand. About 
250,000 workers, in the industry, in 
Detroit alone, are naturally cheerful 
over the prospect for steady employ- 
ment straight through the winer. 

* * * 


Sales of household refriger- 
ators, considering the off-season, are 
holding up remarkably. The latest 
figures, those for October show the 
month’s total for the industry reached 
39,737 units, as compared with 25,427 
units in October, 1934. Sales for 
the first ten months of this year 
were 1,335,011 units, against 1,071,- 
714 in the like 1934 period. 


eS 2 * 


Nineteen hundred and thirty- 
five has been a fine year for farm 
implements and equipment, and has 
seen the largest gain in the manu- 
facture and sale of tractors in the 
history of the industry. It is ex- 
pected that approximately 250,000 
tractors will be sold by the end of 
the year, and the leading manufac- 
turers cannot make tractors fast 
enough to meet the demand. Plants 
which were largely shut down dur- 
ing 1932 and 1933, and which used 
to make normally ninety units a 
day, have been expanded and by 
working in three shifts are making 
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There is a 


FITLER ROPE 


FOR EVERY TYPE OF 
JOB! 





Tue Fitler line is complete. You 
can always supply your customer with 
that type of rope most suitable for 
the job. Always recommend Fitler 
Rope. You are then selling your cus- 
tomer the best. 


The EDWIN H. FITLER Co. 
Philadelphia Cordage Works 
Main Office and Warehouse 

PHILADELPHIA, PA. 
Established 1804 


New York, N. Y. New Orleans, La. 
55 Vandam St. 628 S. Peters St. 


Chicago, Ill. Houston, Texas 
222 West Kinzie St. 1201 Commerce St. 








EVANSVILLE 


GOOD SERVICE TOOLS 


EVANSVILLE “‘X-PERT” 
ALLOY-STEEL AXES 






HW 


MADE IN ALL POPULAR 
PATTERNS AND SIZES 


ASK YOUR JOBBER 


THE EVANSVILLE TOOL WORKS, Inc. 
EVANSVILLE, IND 























THE PERFECT STRAIGHT-LINE NETTING ® THE PERFECT HEXAGON-MESH NETTING 





---U-&S 
‘STRAITLOK 


("POULTRY NETTING 


US 
HEXLOK 


POULTRY NETTING 


7 From One % 
¥ DEPENDABLE 
SOURCE 


NOW —you can obtain perfect straight- 
line and perfect hexagon-mesh nettings, 
in all fast-moving widths and weights, 
from one dependable source. 

U. S. STRAITLOK Netting--the original 


straight-line poultry fabric--is available in one 


and two-inch mesh, Galvanized re Weav- 
ing or Galvanized After Weaving, and in all 
standard widths from 12 to 72 inches. 


U. S. HEXLOK aattine-the most uni- 


formly perfect hexagon-mes! 


fabric ever pro- 


duced--is furnished in all the popular standard 


widths and weights, Galvanized 


re Weav- 


ing or Galvanized After Weaving. The one- 
inch mesh is made in three weights: No. 16, 
19 and 20 gauge. The two-inch mesh is fur- 


nished in | 


19 and 20 gauge. The one and 


one-half inch mesh is supplied in No. 16 gauge. 
U.S. STRAITLOK and U. S. HEXLOK Poul- 
try Nettings are made of Copper-bearing Steel. 
Build profitable repeat business by standard- 
izing on these nationally-known, trade-marked 
nettings! They cost no more. 


Ask your Jobber or write us for further 


information! 


INDIANA STEEL & WIRE CO. 
MUNCIE, INDIANA 
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Pash packaged 
one set of four per box 


Ask your jobber for these new Bassick 
“Diomond-Dart” casters. They will give 
your customers the lasting satisfaction 
‘that builds good will for your store. 


THE BASSICK COMPANY 


Connecticut 


Bridgeport 








200. Small new model tractors, 
many of them with rubber tires. 
now enable one man to do every 
task that calls for motive power on 
the farm. 

* 8 # 

The state of general business, 
shown by some of the familiar week- 
ly trade indexes, is most encour- 
aging. Railroad freight traffic 
crossed the 1931 level during 
Thanksgiving week to set’ a five-year 
peak for that holiday period. It 
was the first increase this year 
over the corresponding 1931 week. 
Shipments throughout the United 
States totaled 570,427 cars, a rise 
of 82,242 over a year ago, 70,83] 
above 1933, 76,545 over 1932 and 
11,620 ahead of 1931. Electric 
power production remains far ahead 
of a year ago, and close to the new 
all-time high level established late 
in November, though in the Thanks- 
giving holiday week there was a 
drop of 3.9 per cent. 

* * * 


The Outboard Motors Corp.. 
Milwaukee, Wis., in the year ended 
Sept. 30, 1935, more than tripled its 
profit over 1934. The 1934 profit 
was the first shown by the corpora- 
tion since 1929, 

* * * 

The electric refrigeration in- 
dustry will have the greatest year in 
its history in 1936, in the opinion 
of George W. Mason, president and 
chairman of the board of the Kel- 
vinator Corp., Detroit. Mr. Mason, 
in pointing to the recent rapid rise 
in the demand for electrical appli- 
ances, expressed the belief that it 
was an indication of the sales trend 
for next year, and said: “Kelvinator 
just completed its twenty-first year 
with an increasing volume of busi- 
ness. Our financial report for the 
fiscal year ended Sept. 30 reflects 
the rising demand for our products.” 

* 2 # 


The plumbing supply trade is 
now in the most advantageous posi- 
tion since 1930, according to a sur- 
vey just completed by Dun & Brad- 
street, Inc. The survey says in part: 
Except for a short-lived lull during 
the second-quarter of the current 
year, distribution has been con- 
stantly upward since the summer of 
1934, total sales for the ten months 
of 1935 exceeding the 1934 figures 
by a range of 20 to 40 per cent.” 

* #,% 

This year’s holiday trade is 
expected to show a gain of 15 per 
cent over last year, according to an 
estimate made in the. Business Bul- 
letin issued by theLa Salle Exten- 
sion University, Chicago. 


The cost of living of wage 
earners in the United States, esti- 
mated by the national industrial 
conference board, increased again 
in November, rising 0.5 per cent 
over October. The most substantial 
advance was -noted in food prices. 
In November, living costs had risen 
4.3 per cent over November, 1934, 
and 17.9 per cent over the low of 
April, 1933. With November figures 
not yet available, the board esti- 
mated the total number of unem- 
ployed workers in October was 9,- 
196,000, a decrease of 235,000 or 
2.5 per cent from the preceding 
month and a decrease of 861,000, 
or 8.6 per cent below October, 1934. 


= 2 © 


November sales reports of 
several of the large retail groups 
clearly indicate the freer public 
spending. Montgomery Ward & Co. 
reported the largest November sales 
in its history, and Sears, Roebuck 
the largest since 1929. Ward’s 
sales totaled $30,910,462 last month, 
an increase of 14.91 per cent over 
November last year. For the first 
ten months of the company’s fiscal 
year there was a gain of 18.54 per 
cent over the corresponding 1934 
period. Sears’ sales totaled $37,- 
988,700, an increase of 23 per cent 
over a year ago. Inthe period from 
January 30 to December 3 sales 
made a gain of 23.8 per cent over 
the similar 1934 total. 


eo. &.@ 


In the first year of manu- 
facturing bike speedometers, the 
Stewart-Warner Corp., Chicago, sur- 
passed 100,000 sales while main- 
taining excellent volume in 
Speedmeters and Velocimeters, ac- 
cording to George Zahn, accessories 
sales manager, this remarkable 
record in the corporation’s highest 
priced bike accessory wili appear 
small when it can be contrasted 
with the sales that are practically 
assured for 1936. 


- &< @ 


Nationwide sales and col- 
lections in November reached the 
highest levels since recovery started 
in August, according to the National 
Association of Credit Men. Of the 
ninety-eight representative cities in- 
cluded, sixty-one reported sales as 
“good,” the highest number in four 
years, while fifty-three described 
collections as “good.” Bank clear- 
ings in the twenty-two leading cities 
of the United States in the five-day 
week ended December 4, reported 
by Dun’s, totaled $5,441,745,000, a 
gain of 20.6 per cent over the cor- 
responding 1934 week. 
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Gottschalk’s|| Now teresa 
BETTER STILLSON 
—it's improved by Ridge 


— wrench users need no longer 
have their hands endangered by the 
breaking of old-fashioned flat springs. 
The new Improved Stillson has music 
wire, cone coil, safety springs sheltered 
away inside the rugged housing. 

This new Stillson has a useful, accurate 
pipe scale on the hook jaw. And the 
wrench itself has balance, grip, respon- 
siveness and is practically unbreakable. 

The handle, extra strong because it 
has no hole in it for a flat spring pin, is 
of heat-treated tool steel . . . so are 
the jaws. The frame is of heat-treated 
alloy and the adjusting nut is also heat- 
treated. 

Strengthened and improved as it is, 
it's still a Stillson and all parts are inter- 
changeable with any other Stillson. 

If your jobber does not have the 
Improved Stillson, write us direct. 

Wood handles, 6” to 14”—steel han- 
y . dies, 6” to 36”. 








root 
a a oY Rivok 
This item has been greatly improved and is packed in a Cellophane bag. It is one 
Tee Tae at ee eat ee Nae Rees ar cpaenaly awerueee || THE RIDGE TOOL CO., ELYRIA, OHIO, U.S. A. 


for sample and price list. . 
METAL SPONGE SALES CORP., Philadelphia Manufacturers of RIDGID Pipe Tools 


semen WITH THE TIMES 


\ THESE famous casters roll along on ball bearings. No friction. No 
effort. No damage to floors, rugs or floor covering . . . as up to date 
as a stream-lined train or 1935 motor car. 




















A PROFITABLE ITEM FOR ANY HARDWARE MERCHANT 
A demonstration does it . . . merely roll an “ACME” 
on the counter. Show the frictionless, quiet operation 
of the “ACME” and you’ve made a sale. A profitable 
item with repeat orders. Stock and sell “AcMEs.” 


THE SCHATZ MANUFACTURING Co. 
POUGHKEEPSIE, N. Y. 
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Here is what the house of 
WORTHINGTON 


does for its retailers 


—WHAT DOES YOUR 
WHOLESALER DO? 


@ By furnishing this modern loose-leaf 
catalog service, in a Heinn Binder, the 
house of Worthington helps its retailers 
to make more money. @ With this mod- 
ern sales-builder, you file each new cat- 
alog sheet where it belongs, the day it 
comes — in a few seconds’ time. With 
new information at your finger-tips, you 
can actually use it in selling. Experience 
proves that new-goods business alone 
shows an average increase of 50%. Buy- 
ing is simpler; you do not waste your 
time checking up on obsolete catalog in- 
formation by letter, telephone, or wire 
to the wholesale house. @ If you want 
this modern service, ask your wholesaler. 


He will be glad to know of your interest, | 
as this service actually costs him much | 


less per dealer per year. 


This prominent wholesaler, who is | 
just issuing a new loose-leaf catalog | 


in Heinn Binders, says: 


44Qur last catalog, which was publish- 
ed in 1930, was put out in both 
tight-bound and loose-leaf form. Be- 
fore the catalog was a year old, the 
tight-bound copies were so obsolete 
that they were of practically no value. 
W bolesalers: Write on your letterhead 
to THE HEINN COMPANY, Dept. 
1225, 326 W. Florida St., Milwaukee, 
Wis., for new book, “The Catalog Ques- 
tion,” showing how you can serve your 
dealers better and make more money by 
rendering a loose-leaf catalog service to 
your trade. 





Originators of the Loose-Leaf System of Cataloging 
Branch offices in principal cities 
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Mailbox With 
Improved Features 


Mailmaster, manufactured by the 
Patent Novelty Co., Fulton, Ill., is a 
low priced box of distinct.ve design. 
Door cannot be left open as it is hinged 
at the top and falls closed by its own 
weight. It is said to have ample width 
and depth to accommodate large size 





commercial envelopes and _ irregular 
sized greeting cards. Mail can -be 
easily removed when door is unlocked, 
but slot through which mail is inserted 
is guarded by serrated teeth which 
prevent removal of mail from top. Has 


sloped, hinged, cover or roof which pro- 
tects mail from weather. Hinge is off- 
set to allow cover to open up flat 
aga‘nst wall to which box is attached. 
Panel is provided for name card. Has 
newspaper and package holder which 


is so attached as to prevent removal of © 


holder except after unlocking the door. 





Corbin Catalog 


This catalog presents a comprehen- 
sive idea of the many types of products 
manufactured by Corbin Cabinet Lock 
Co., New Britain, Conn. Care has 
been taken to give sufficient informa- 
tion regarding sizes, finishes, materials 
and construction. It is stated that the 
various products illustrated have been 
selected because of their “over the 
counter” salability. 





Peaslee-Gaulbert 
1935-6 Catalog 


Peaslee-Gaulbert Corp., Inc., Louis- 
ville, Ky., has recently issued its 1935-6 
general ¢atalog illustrating and describ- 
ing the full line of the company. To 
facilitate ordering, a few pages of 
postage-paid cards that can easily be 
detached, have been inserted. A page 
headed, Important Information for Cus- 
tomers, gives information as to ordering, 
shipments, adjustments, terms and ac- 
counts. There is a complete alpha- 
betized products index. 





Mickey Mouse 
Flashlight Display 

Major piece for the Usalite Mickey 
Mouse Flashlights. and batteries dis- 
play is a multi-colored, 20 x 25-inch 
poster with 2 companion pieces, 10 x 13 
inches each. Posters sent unmounted, 
but gummed top and bottom on both 
front and back sides so that they can 


be used either on the ouside or in- 
side or if used in store, mounted on 
wall or post. One method of display is 
shown. Posters are used in connection 
with the flashlights themselves. Special 
counter display holding 12 boxes of 
flashlights is also included in the win- 
dow. All material available free to 
Usalite dealers. U. S. Electric Mfg. 
Corp., 222 W. 14th St., New York City. 
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THE DEMING COMPANY 


SELL WATER SYSTEMS 


that PROTECT YOUR PROFIT! 





Deming offers you every- 





thing you need to make and 
protect water system profits. 
Two of many outstanding 
Deming VALUES in Water 
Systems are illustrated. 


For Shallow Wells | For Deep Wells 
° Deming Fig. 562 
The Deming Worm Drive 
Marvelette Water System 


$95.00 and up 
F.O.B. SALEM, OHIO 


Ball bearing equip- 
ped. 5 inch stroke. 
Exceptionally quiet in 
operation. All work- 
ing parts fully en- 
closed. CYLINDER 
REGULARLY included 
in list prices. 


$52.75 and up 
7.0.B. SALEM, OHIO 


Full Cushioned Power. 
Noiseless. Automatic 
Air Control. Repul- 
sion-Induction Motor. 
Stainless Steei Piston 
Rod. Capacity 250 
gallons per hour. 


Write for tomplete information 











1295 BROADWAY e e SALEM, OHIO 
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ASBESTOS 


KINDLER WICKS 


FOR OIL STOVES, RANGE BURNERS 
AND HEATERS 


THE RAYBESTOS —cogreniagas 
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Nationally 
Advertised 


PROFIT 


Is the Yard Stick of Merchandising 
Success. A Business, to be Successful, 
Must be Profitable, and Merchandise 
Which Cannot be Sold at a Profit is a 
Drag on Business Rather than a Help. 


cCHICAGo> 0 kon 
™ —fryNGae 


The Skates with a Record for “Sell-Outs” 
each season. 

No dead stock — no profits sacrificed on 
this Nationally Advertised Line. 

Write for Prices and Models to meet every 
customer’s purse. 

Call your Jobber for Xmas Stock. 
CHICAGO ROLLER SKATE CO. 


Roller Skates With mananies —_ Over 33 Years 
4456 W. Lake Street te CHICAGO, ILL. 


Uniform 


That’s Why Fowler & Union Brands 
Have Been the Blacksmith’s Favorite 
for Over 50 Years! 


No. 75 | 




























Uniform from head to 
Hardness point, do not buckle 
in hard feet, drive where you want 
them to go. 


Clean, accurately centered 

Shape hold- fast head; perfect- 
taper blade, entirely free from 
“waves.” Sharp, reinforced point. 





a Made on our own pre- 
Quality cision machines, so accu- 
rate that every nail in the box is ex- 

a actly the same. 


Three Quality Brands 


NORTHWESTERN-CROWN-UNION 


Cold-Rolled 


HORSE NAILS 


Order from Your Jobber 








The FOWLER & UNION HORSE NAIL CO. 


1000 MILITARY ROAD, BUFFALO, N.Y. 





RETAILER:- 
Watch; 


—for coming 
advertising 
in space 
carrying this 
border; 

—announcing 
merchandise 
produced with 
probably the 
country’s greatest 
length of 
experience; 

—by a factory with 
only 1/10 of 1% 
credit losses for 
all last year, 
thus eliminating 
the customary 
high credit loss 
cost factor from 
our final prices 
to you; 





a 











@ is merely the transmission of 
@ the intentions and purposes 
®@ of the management through 


@ the staff to the customers 





American Sporting Goods Asso- 
ciation Annual Convention and Ex- 
hibition, Hotel Sherman, Chicago, 
Jan. 27 to Feb. 1 inclusive, 1936. 
John Hatton, managing director, 
care Hotel Sherman, Chicago. 


California Retail Hardware Asso- 
ciation Annual Convention and Ex- 
hibition, Santa Cruz, Cal., Feb. 3 to 
5 inclusive, 1936. Headquarters, 
sessions, and exhibit: Casa del Rey 
Hotel. LeRoy Smith, manager, 417 
Market St., San Francisco, Cal. 


First International Housewares 
Show, Chicago, January, 1936. Spon- 
sored by and held in the Merchan- 
dise Mart, concurrently with the 
Furniture, Lamp, Floor Covering, 
Curtain—Drapery, and Glassware, 
China and Pottery Markets. 


Illinois Retail Hardware Associa- 
tion 39th Annual Convention and 
Exhibit, Peoria, Ill., Feb. 4 to 6 
inclusive, 1936. Exhibit: State 
Armory. Headquarters: Pere Mar- 
quette Hotel. C. G. Gilbert, secre- 
tary, 1155 Merchandise Mart, Chi- 
cago, Ill. 


Indiana Retail Hardware Associ- 
ation Annual Convention and Ex- 
position, Indianapolis, Ind., Jan. 28 
to 31, inclusive, 1936. Sessions and 
Exposition; Murat Temple. Head- 
quarters: Lincoln Hotel. G. F. 
Sheely, managing director, 130 E. 
Washington Bldg., Indianapolis, 
Ind. 


Iowa Retail Hardware Association 
38th Annual Convention and Ex- 
hibition, Des Moines, Iowa, Feb. 11 
to 14 inclusive, 1936. Headquarters 
and business sessions: Hotel Savery. 
Exhibit: Coliseum. Philip R. Jacob- 
son, secretary, Mason City, Iowa. 


Kentucky Hardware and Imple- 
ment Association Annual Conven- 
tion and Exhibition, Louisville, Ky., 
Jan. 21 to 23 inclusive, 1936. Head- 
quarters, business session and ex- 
hibit: Seelbach Hotel. J. M. Stone, 
Room 9, Seelbach Hotel, Louisville. 


Michigan Retail Hardware Asso- 
ciation Annual Convention and Ex- 
hibition, Detroit, Mich., Feb. 11 to 
15 inclusive, 1936. Headquarters: 
Statler Hotel. Business sessions and 
exhibit: Masonic Temple. Harold 
W. Bervig, secretary, 1112 Olds 
Tower Bldg., Lansing, Mich. 


Minnesota Retail Hardware As. 


CONVENTION CALENDAR 


sociation 40th Annual Convention © 
and Exhibition, Minneapolis, Minn., 
Jan. 21 to 24, inclusive, 1936. Ses- 
sions and exhibit: Municipal Audi- 
torium. C. J. Christopher, manager- 
treasurer, Nicollet and 24th Sts., 
Minneapolis, Minn. 


Missouri Retail Hardware Asso- 
ciation 38th Annual Convention and 
Exhibition, St. Louis, Mo., Feb. 18 
to 20 inclusive, 1936. Headquarters, 
exhibition, and sessions, New Jef- 
ferson Hotel. F. X. Becherer, sec- 
retary, 2861 Gravois Ave., St. Louis. 


Montana Implement and Hard- 
ware Association Annual Conven- 
tion, Butte, Mont., Feb. 13 to 15 
inclusive, 1936. Headquarters and 
sessions: Finlan Hotel. R. M. 
O’Hearn, secretary, Bozeman, Mont. 


Mountain States Hardware and 
Implement Association 34th Annual 
Convention, Denver, Colo., Jan. 20 
to 22 inclusive, 1936. Headquarters 
and sessions: Cosmopolitan Hotel. 
John T. Bartlett, secretary, 2005 
Mapleton Ave., Boulder, Colo. 


National House Furnishing Ex- 
hibit, 9th Annual, Chicago, Jan. 5 
to 11 inclusive, 1936. Headquarters 
and_ exhibition: Stevens Hotel. 
Under auspices of National House 
Furnishing Manufacturers  Assn., 
Inc., 228 N. La Salle St., Chi- 


cago, IIl. 


National Sporting Goods Distrib- 
utors Association 6th Annual Con- 
vention, Cleveland, Ohio, Jan. 19 
and 20, 1936. R. L. Kroesen, presi- 
dent, 1909 E. 13th St., Cleveland, 
Ohio. 


Nebraska Retail Hardware Asso- 
ciation 35th Annual Convention, 
Lincoln, Neb., Feb. 4 to 6 inclusive, 
1936. Headquarters and sessions: 
Cornhusker Hotel. George H. Dietz, 
secretary, 414 Little Bldg., Lincoln, 
Neb. 


New England Hardware Dealers 
Association 43rd Annual Convention 
and Exhibition, Hotel Statler, Bos- 
ton, Mass., March 11 to 13 inclusive, 
1936. G..C. Small, secretary, 140 
Federal St., Boston, Mass. 


New York State Retail Hardware 
Association 34th Annual Convention 
and Exposition. Headquarters and 
business sessions at Hotel Syracuse, 
and Exposition at State Armory, 
Syracuse, N. Y., Feb. 11 to 14 in- 
clusive, 1936. John B. Foley, secre- 

(Continued on page 66) 
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THIS NEW EAGLE OILER 
HAS STRONG SALES APPEAL 


When you.-place this polished brass, attractively designed 
pump oiler on the counter with the colorful free display 
(illustrated below), you will find it attracts widespread 
attention. The strong, efficient pump action, sturdy con- 
struction and convenient operation make its practical use- 
fulness apparent to everyone. The reasonable price of The 
Handy Oiler invites purchase for use in the home, as well 
as in garages, service stations, machine shops and plants 


of all kinds. 
ASK YOUR JOBBER 


If he does not have Eagle Handy Oilers, write us for a 
list of jobbers who can supply them. 


EAGLE MANUFACTURING COMPANY, WELLSBURG, W. VA. 


NEW IMPROVED 
DESIGN 
EASY TO OPERATE 
EASY TO FILL 


ONE DROP ORA 
0 0 ee | 


Price $1.25 











CORBIN 


NEW — ATTRACTIVE 
CAST PADLOCK LINE 





No. 9952-A—Cast Brass, Green Crackle Finish. 
No. 9952-B—Cast Brass, Black Crackle Finish. 
Size—15% inches. 

Shackle—Steel, Nickel plated. %” clearance. 
Mechanism—Warded. : 

Key Changes—Made in 18 changes. 

Keys—2 nickel plated corrugated steel keys. 


CORBIN CABINET LOCK CO. 


The American ‘Hdwe. Corp., Successor 
NEW BRITAIN, CONN. U. S. A. 
New York Chicago Philadelphia 
































Superior Brand 


HARDWARE 
CLOTH 


H, f 
1 pt dt Made rom 


4 


‘SibEaion | COPPER 
| ~ BEARING 
STEEL 


‘is true to hardware 
cloth standards. 
Smooth, round wire 
always standard size. 
Woven evenly and 
thoroughly galvanized. 


At Your Jobber 


G. F. WRIGHT STEEL & 
WIRE CO. 


Worcester, Mass. 


Sanaabest | 
eseees eae” 
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ABRASIVE CLOTH BELTS ° 
JEWEL BRAND PRECISION MADE — 


arr, 


True, clean edges. Smooth, 
tight joints that hold fast until 
the belt has delivered its full 
service. 

Made by expert workmen. 
Every operation controlled un- 
der laboratory supervision. ie 


SUPER-KEEN FAST-CUTTING . 
Abrasives, firmly anchored to strong, specially 
woven fabrics. 





These are just a few of the reasons why Jewel 
Brand Abrasive Belts run true, cut cleanly and 
rapidly and give long service. 


Gh PROS> 


Jewel Garnet, Aluminum Oxide, Sili- 
con Carbide and Emery. All grits, all 
sizes. Delivered Quickly. 











Abrasive Products, Inc. So. Braintree, Mass. 
Send us a copy of your catalog. (H.A-3) 
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Cortland 
BRONZE 


WIRE CLOTH 


More and _ more 

ople are buying 

ortland Bronze 
Wire Cloth because 
it outlasts all other 
material used for 
making window, 
porch and door 
screens. Cortland 
Bronze is 


ABSOLUTELY 
RUSTLESS 


under all weather 
conditions. Made 
from a special alloy 
of 90% copper and 
10% zine. Attrac- 
tive in appear- 
ance. We control 
every operation. 
You cannot sell a 
finer screen wire 
cloth. 14, 16 and 18 
mesh. _ Individual 
cartons. 


Ask your Jobber 
for Prices 


STEEL PRODUCTS 








CORTLAND, 














REDUCE wr: Esico 





Let the handsome, chromium trimmed 
ESICO display board do your selling for 
you! Its eye-compelling attractiveness will 
beautify your window or add to the effec- 
tiveness of your counter or wall display ... 
ESICO electric soldering irons will sell 
themselves and’ bring extra profit to you. 


FREE the Esico Green Label or Industrial 
Display is yours for the asking -.- - - Send for 
complete details of our new profit-sharing merchan- 
dising plan. 

Therg is a guaranteed Hsico soldering iron for 
every purpose. 


ELECTRIC SOLDERING IRON CO., Inc. 
342 West 14th Street, New York, N. Y. 

















Convention Calendar 


(Continued from page 64) 


tary, 510 Hills Bldg., Syracuse, 
N. Y. 


North Coast Hardware and Im- 
plement Association Annual Con- 
vention, Seattle, Wash., Jan. 31 and 
Feb. 1, 1936. Headquarters and ses- 
sions: Olympic Hotel. Ray Cava- 
naugh, secretary, 1148 Pacific Ave., 
Tacoma, Wash. 


North Dakota Retail Hardware 
Association Annual Convention and 
Exhibit, War Memorial Bldg., 
Devils Lake, N. D., Feb. 4 to 6 in- 
clusive, 1936. Louise J. Thompson, 
secretary, 21 Clifford Bldg., Grand 
Forks, N. D. 


Ohio Hardware Association 44th 
Annual Convention and Exhibition, 
Cincinnati, Ohio, Feb. 18 to 21 in- 
clusive, 1936. Business sessions, 
headquarters, and exhibition: Neth- 
erland Plaza Hotel. John B. Conk- 
lin, secretary, 175 S. High St., 
Columbus, Ohio. 


Oklahoma Hardware and Imple- 
ment Association 33rd Annual Con- 
vention and Exhibition, Oklahoma 
City, Okla., Jan. 28 to 30 inclusive, 
1936. Sessions and exhibit: Ma- 
sonic Temple. Chas. F. Nelson, 
secretary, 301 Key Bldg., Oklahoma 
City, Okla. 


Pacific Northwest Hardware & 
Implement Association Annual Con- 
vention, Spokane, Wash., Jan. 28 
and 29, 1936. Headquarters and 
sessions: Davenport Hotel. Lee F. 
Olney, secretary, S. 121 Madison 
St., Spokane, Wash. 


Panhandle Hardware and Imple- 
ment Association Annual Conven- 
tion, Amarillo, Tex., Feb. 3 to 5 in- 
clusive, 1936. C. L. Thompson, sec- 
retary, Canyon, Tex. 


Pennsylvania and Atlantic Sea- 
board Hardware Association Annual 
Convention and Exhibition, Balti- 
more, Md., Feb. 24 to 28 inclusive, 
1936. Sessions and exhibition: 5th 
Regiment Armory. Hotel Headquar- 
ters and Entertainment: Lord Balti- 
more Hotel. W. Glenn Pearce, 
managing director, 400 N. Broad St., 
Philadelphia, Pa. 


Southern California Retail Hard- 
ware Association Annual Conven- 
tion and Exhibition, Los Angeles, 
Cal., Feb. 11 to 13 inclusive, 1936. 
Headquarters, sessions and exhibit: 
Ambassador Hotel. J. V. Guilfoyle, 
managing director, 1122 Pacific Na- 
tional Bldg., Los Angeles, Cal. 


South Dakota Retail Hardware 
Association 3lst Annual Convention. 
and Exhibition, Sioux Falls, S. D., 
Jan. 28 to 30 inclusive, 1936. Ses- 
sions and exhibition: Coliseum. C. 
J. Christopher, manager-treasurer, 
Nicollet and 24th Sts., Minneapolis, 
Minn. 


Southeastern Retail Hardware and 
Implement Association 22nd Annual 
Convention and Exposition, City 
Auditorium, Atlanta, Ga., May 19 
to 21 inclusive, 1936. H. M. Sim- 
mons, secretary, 317 Ten Forsyth 
Street Bldg., Atlanta, Ga. 


Texas Hardware and Implement 
Association 38th Annual Conven- 
tion, Hotel Adolphus, Dallas, Tex., 
Jan. 21 to 23 inclusive, 1936. Dan 
Scoates, secretary, College Station, 
Tex. 


The Hardware Association of the 
Carolinas Annual Convention, 
Charleston, S. C., June 9 to 11 inclu- 
sive, 1936. Headquarters and ses- 
sions: Francis Marion Hotel. Arthur 
R. Craig, secretary, 803 Commercial 
Bank Bldg., Charlotte, N. C. 


Virginia Retail Hardware Associa- 
tion Annual Convention, Richmond, 
Va., Feb. 25 and 26, 1936. Head- 
quarters and sessions: John Mar- 
shall Hotel. Thomas B. Howell, sec- 
retary, 602 E. Broad St., Richmond, 
Va. 


Western Retail Implement and 
Hardware Association 47th Annual 
Convention and Exhibition, Kansas 
City, Mo., Jan. 14 to 16 inclusive, 
1936. Sessions: Ararat Temple. 
Hardware-Farm Equipment Exhibi- 
tion: New Municipal Auditorium. 
Geo. L. Goldman, director of ex- 
hibits. Herbert J. Hodge, secretary, 
Abilene, Kan. 


West Virginia Hardware Associa- 
tion Annual Convention, Greenbrier 
Hotel, White Sulphur Springs, W. 
Va., Jan. 20 and 21, 1936. H. B. 
Clower, secretary, Oak Hill, W. Va. 


Wisconsin Retail Hardware Asso- 
ciation 40th Annual Convention and 
Exhibition, Milwaukee, Wis., Feb. 
4 to 7 inclusive, 1936. Business ses- 
sions and exhibit: Milwaukee Audi- 
torium. George W. Kornely, ex- 
hibit manager, 3374 N. Green Bay 
Ave., Milwaukee, Wis. H. A. Lewis, 
executive secretary, Stevens Point, 
Wis. 
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Web Saw Blades 
Steel Bow Frames 


Saw Tools 


Oberg Saw Files 


Ask your jobber or write 
Factory Sales Agents 





SANDVIK SAW & TOOL CORPORATION 


109 Lafayette Street 740 North Washington Ave. 
New York, N. Y. Minneapolis, Minn. 











THE BEST PADLOCK | 
EVER BUILT 


Extraordinary strength, flaw- 
less workmanship and_ scien- 
tific design have made the ACE 


Padlock a leading seller to 
those who don’t buy for 
‘price’ . . . those who com- 
prise your most profitable class 

of trade. For lockers, tool 
sheds, supply rooms, trunk 
doors and closets. Improved 
ACE bolt, locks shackle at 
both ends. New round key, 
impossible to duplicate, en- 
gages ‘‘bank vault’’ style. 
You'll recognize its superiority 
the instant you see it! Write 
for particulars today. 
































CHICAGO LOCK CO. “Cuicaco, mL. 
OT a Ee SS a eI 





"Sure-Grips" have no raw 
edges to corrode because they 
are galvanized after all machin- 
ing operations are completed. 
"Sure-Grips” fit tightly — and 
perfectly—on every hose. 
Clamps for special uses made to 
your own specifications. 


SURE-GRIP Hose Clamps 





Ask your jobber—or write 
us direct for price list. 


J. R. CLANCY, Inc. 


Syracuse N. Y. 








ALWAYS NEEDED! 
A List of 


WHOLESALE 
HARDWARE 
HOUSES Giving 


Names and Addresses; Capitaliza- 
tions; Lines Handled; Territories 
Covered; Number of Men Travelled; 
Names of Officers and Buyers. 


Useful for 


PERSONAL SALES CONTACTS 
Price 810.00 a Copy CREDIT DEPARTMENT 
Check with Order DIRECT MAIL WORK 


HARDWARE AGE VERIFIED LIST 
239 W. 39th ST., NEW YORK, N. Y. 
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Order from your jobber today 
. . « display this compelling dis- 
play carton and make MORE 
plug fuse sales! 

Carries Underwriters’ Label 
THE CHASE-SHAWMUT CO. 
NEWBURYPORT - MASS. 







FUSE SPECIALISTS SIRE 












~-(CHICAGO)— 
SPRING HINGES 


Quality Screen Door Spring Hinges 


When selecting your re- 
quirements of Screen Door 
Spring Hinges for the com- 
ing season it will pay you to 
consider type 3005 and 
4005 Chicago Spring 
Hinges. 

They are constructed of 
heavy wrought metal, fin- 
ished in a most excellent 
manner, and have enclosed 
springs of tempered steel 
wire with tension adjust- 





ment. 


Chicago Spring Hinge Company. 
CHICAGO NEW YORK 
U.S.A. 
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ARMSTRONG 


Tools for Home Workshops 
ACE 







Sey 3 Turning Tools 





__ hn hie with High Speed 
- Nee 
Does Every Lathe Wrenches in Fit: 
* ted Steel Case. 
Operation 
The ACE Set provides the proper tool for 
every metal-cutting lathe operation. De- 
signed and manufactured by ARMSTRONG, 
makers of the lathe tools used in over 96% 
of the machine shops and industrial plants, 
ACE Tools far surpass in quality and finish 
those ordinarily sold for home workshops, 
still are priced to’ meet all competition. 
Sold by hardware stores 
gg ey et > yen 
iced n the Lathe et — 
Priced to) Tools can 
meet all ‘“‘Homecraft : Dinnie 
ent in your community. splay 
competition them prominently. Invite 
comparison. They will sell 
themselves and your store. 
Write for Counter Circulars 
ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 
314 N. Francisco Ave., CHICAGO, U.S.A. 
New York Sales Office: 109 Lafayette Street 


make you 
Headquarters” 





LAST YEAR’S WINNER 


> + re 


NEW LOW PRICE! 





EVEREDY’S 
1936 DOOR CLOSER 
With The “Double-Jointed” Bracket 


“Greatest Advance in Door Closer 
Construction in Years” 


THE MONEY-MAKER FOR HARD- 
WARE DEALERS! 


Everedy Door Closers are 
easier to sell because they are 
easy to install . . . fool proof. 


The “Double Jointed” Door 
Bracket is an Exclusive 
Everedy feature. 


Write us direct for data and 
prices. Then order from your 
jobber. 


THE EVEREDY COMPANY 
Frederick, Maryland 
Door Closers .. . Grilles . . . Door Braces 





~” ANSWER: 





Who Makes It? 


Information regarding sources of supply as provided readers 
of Hardware Age by the Who Makes It? editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buy- 
ers. This editorial feature in each issue supplements the ser- 
vice rendered by the “Who Makes It?” issue published on Sept. 
26, 1935. When writing to the firms mentioned, state that you 
saw the product listed in Hardware Age “Who Makes It?” sec- 


tion or issue. 


Witson, N. C.: Who makes the 
Baker shot gun?—-Wilson Hardware 
Co. 

ANSWER: This gun was formerly 
made by the H. & D. Folsom Arms 
Co., 314 Broadway, New York City. 


* #& 


CAMPBELLTOWN, Pa.: Furnish 
names and addresses of several 
manufacturers of good plain church 
pews or benches.—A. M. Brandt. 

ANSWER: De Long Furniture 
Co., Allentown, Pa.; Kurtz Bros., 
Inc., Bethlehem, Pa., and Hyde 
Murphy Co., Ridgway, Pa. 

* * * 

SytvaniaA, Pa.: Who makes the 
Stephens pole climbing hooks?—The 
Chandler Hardware Co. 

ANSWER: W. H. Buckingham, 
8 Bronson St., Binghamton, N. Y. 

* * * 


ScarspaLe, N. Y.: Who makes a 
laundry rack for interior use in 18 


' and 24 inch sizes, and so designed 


as to hook over a door or window 
frame?—Walter A. Hoblin, Inc. 

ANSWER: Ralph S. Palmer, Box 
93, North End Station, Detroit, 
Mich. 


* *+ 


Detroit, Micu.: Where can we 
buy Ecolite railroad lanterns?— 
The Rayl Co. 

Economy Electric 
Lantern Co., Inc., 325 W. Huron 
St., Chicago, Ill. 


+ + 


Wavukecan, Itt.: Where are 
Enders bit braces now made?—Sil- 
ver Hardware Co. 

ANSWER: This is a_ special 
brand of the Simmons Hardware 
Co., wholesalers, 900 Spruce St., 
St. Louis, Mo. 


* & @ 


Riwcewoop, N. J.: Who makes 
Vapor Gas, as used for cleaning 
purposes?— Ridgewood Hardware 
Co., Inc. 


ANSWER: Vapor-Gas_ Crystal 
Co., Sharpsburg, Pa. 


*¢ + 


Sturceon Bay, Wis.: Furnish 
name and address of the manufac- 
turer of the Monitor, weight opera- 
ted mantle clock.—Scofield Co. 

ANSWER: Western Clock Co., 
La Salle, Il. 

* *% * 

Newark, N. J.: Provide address 
of the Berst-Forster-Dixfield Co., 
manufacturers of clothes pins.—H. 
Schultz & Sons. 

ANSWER: 418 Lexington Ave., 
New York City. 


* * 


Repusiic, Mo.: Provide address 
of the Kant-Slam Door Check Co.— 
Owens & Short. 

ANSWER: Bloomfield, Ind. 


& @ @ 


DuguesneE, Pa.: Who makes Van 
Duprin exit door hardware?—Le- 
vine Bros. 

ANSWER: Vonnegut Hardware 
Co., Indianapolis, Ind. 

* * *& 


Larcumont, N. Y.: Who manu- 
factures Pres-To-Logs for fireplace 
use ?-—Larchmont Housefurnishings. 

ANSWER: Wood-Briquettes, Inc., 
Lewiston, Idaho. A New York City 
office is maintained at 122 East 
Forty-second St. 

* * * 


Vauparaiso, Inp.: Who makes the 
Newport double barrel shot gun?— 
Krudup & Benton Hardware Co. 

ANSWER: This is a_ special 
brand of Hibbard, Spencer, Bart- 
lett & Co., hardware wholesalers, 
211 East North Water St., Chicago, 
Ill. age 

EvANSVILLE, INpD.: Furnish name 
and address of the manufacturer of 
the Flash box opener.—Frank A. 

leyden. 

ANSWER: Flash Box Opener 
Co., New Haven, Conn. 
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SUPER APEX 


has a zinc coating almost twice as heavy as some other widely and 
more or less carelessly advertised lines. 


On top of this zinc coating there is baked a coat of high quality 
enamel thus reducing corrosion almost to the vanishing point. 


THE LIFE OF SUPER APEX 
in “Salt Air,” moisture or gaseous laden climates is almost double 
the life of cloth made by the old process. 


STEEL — COPPER — GOLDEN BRONZE — SPECIAL ALLOYS 
ANTIQUE BRONZE — ALUMINUM 


HANOVER WIRE CLOTH CO, 


HANOVER, PENNSYLVANIA 























COIL CHAIN 


Other Hodell Chains 


WELDED — Proof Coil Chain @ Steel 
Loading Chains @ Trace Chains @ Well 
Chain @ Cow Ties®@ Log or Binding 
Chains @ Heel and Butt Chains @ Breast 
and Wagon Chains @ WELDLESS— 
Tie Outs @ Pump Chain @ Porch 
Swing Chains @©Cow Ties @ Dog Chains 
@ Sash Chain 


THE CHAIN PRODUCTS CO. 


3934 Cooper Ave., Cleveland, Ohio 
Established 1886 
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WHITING -ADAMS 
COMPAN Y 


690-710 HARRISON AVENUE « BOSTON,MASSACHUSETTS 








LOOK FOR THE DISTINCTIVE 
CROSS PACKAGE 


red-white-black 


all 
O. K. 


if they’re 








W. W. CROSS & CO. INC., EAST JAFFREY, N. H. 


TIME TO FEATURE QUALITY 


BICYCLES 


Now is the time to feature quality! Show your custom- 
ers the better bicycles—show them Columbias! Select 
from 30 handsome models for youth and adult—models 
with exclusive features found on no other bicycles. And, 
remember Columbias are the top-quality, which is de- 
cidedly profitable to handle. Ask today about open terri- 
tory and the Columbia plan. 


THE WESTFIELD MFG. CO. 
Westfield, Mass. 




















Looking for a Hardware Store? 


Tue place to. find it is under the heading of Business Opportuni- 


ties in the Classified Opportunities Section of this paper. 


By watching the for-sale ads you'll be reasonably sure to secure a good pay- 
ing business at a fair price or, better still, let the trade know the kind of a 


store you are looking for. 


Classified Opportunities Dept. 


HARDWARE AGE 239 West 39th St., New York City 
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CLASSIFIED OPPORTUNITIES SECTION 





Positions Wanted Advertisements 
at special rate of one cent a word, mini- 
mum 50 cents per insertion. 

All Other Classifications 
Set Solid. Maximum of 50 words... .§3.00 


Each additional word .......++++ 
All Capitals, Maximum of 50 words. 4.00 
Each additional word ......- coos 06 


Allow Seren Words for Keyed Address. 
Boxed Display Rates 





e CLASSIFIED 


Use this section to reach Hardware Manufacturers, Manufacturers’ Agents, 
Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


NG RATES @ 


ERT 


Discounts for Consecutive insertions 
4 insertions, 10% off; 8 insertions 15% off. 
Due to the special rate, these discounts do 
net apply on Positions Wanted Advertise- 

ments 


— J — 
REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency. 


== @ == 
HARDWARE AGE is published every other 








Thursday. Classified forms close 13 days 





previous to date of publication. 


NOTE 
Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 


Address your correspondence and replies to 
HARDWARE AGE 
Classified Opportunities Dept. 
239 West 39th St., New York City 








¢ BUSINESS OPPORTUNITIES 


BUSINESS ‘OPPORTUNITIES 
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ESENTATIV 











ATTENTION 
TO LAWN & GARDEN TOOL MFRS.: 


For sale, due to owner’s illness, 2 profitable items 
that will fill in any line. Protected by patents. 
Tools included and production can t started in 24 
hours. If interested, write— 
Box 8-917, care of HARDWARE AGE, 
239 W 39th St., N. Y. City. 














FOR SALE: TO CLOSE AN estate, a good 
established hardware and housefurnishing store, 
located in Norwich. N. New clean stock, 
hest location, satisfactory lease. Address Mac 
Hardware Company, Fort Plain, N. Y. 


MERCHANDISE WANTED—I BUY FOR 
cash small or large lots of manufacturers’ close 
outs, jobbers’ surpluses and any discontinued 
items in the hardware and harness line. Write 
me what you have to offer. Address Harry J. 
Epstein, 815 Central St., Kansas City, Mo. 


FOR SALE—OLD-ESTABLISHED HARD- 
WARE business, inventory value about ten thou- 
sand. Good location in town of ten thousand in- 
habitants, in one of the best farming counties in 
western Pennsylvania. Address—Greenville Na- 
tional Bank. Administrator. Greenville. Pa. 


FOR SALE—A GOOD-PAYING and going 
hardware, furniture and undertaking business in 
a_ good South Georgia town. The only business 
of its kind in the county. No local competition. 
Owner wishes to devote his entire time to other 
business. Address Box B-858, care of HARDWARE 
Acr. 239 W 29th St.. N. Y. City. 


FOR SALE—TO CLOSE AN ESTATE, old 
established hardware business. Clean stock, in- 
voice yalue about $30,000. Good corner location 
in county seat town in Northeastern Ohio, center 
of good farming community. Must be be sold for 
cash. No brokers, not interested in special sales. 
Address Box B-883, care of Harpware Ace, 239 
W. 39th St.. N. Y. City. 


HARDWARE MAN, AGE 38, NOW conduct- 
ing. retail store New York City, excellent credit 
rating amongst jobbers, formerly with first- class 
ovtfits, seeks to merge with another outfit, in- 
vesting stock, capital, mental and: physical labor, 
or will buy outright store with reduced stock. 
Character and business references exchanged. 
Confidential. Address Box B-907, care of Harp- 
warE Ace, 239 West 39th St., N. Y. City. 


A_ SPLENDID OPPORTUNITY TO ANY- 
ONE i-terested in buying a going hardware store 
in a town of 10,000 -— ulation with large country 
territory, The owner, because of impaired health, 
has decided to sell his stock, with inventory 
value of $30,000, at the exceedingly attractive 
price of 65 cents on the dollar. THIS OFFER 
CHALLENGES INTERESTED INVESTIGA- 
TION. Address W. Fletcher Smith. Owner, Smith 
Hardware Company. Gaffney, S. C. 


HARDWARE STORE WANTED IN EX- 
CHANGE for three lots and cash, free and clear, 
plot 60’ x 100’ all improvements; next to corner, 
taxes $15.00 yearly; location Malverne. Long 
Island, New York, next to Lynbrook; Pennsyl- 
vania Station stop: public high school, churches, 
busses, beautiful residential populated section; or 
consider buying store fixtures from man contem- 
plating giving up business. Strictly confidential. 
Address Box B-912. care of HArpware AGE, 239 
W. 39th St., N. Y. City. 
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WANTED TO PURCHASE AN ESTAB- 
LISHED hardware business located in the East, 
preference given to Northern New Jersey. State 
full details, price and terms in your reply. Prin- 
cipals only as brokers. Address Box B-923, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 


$27,000 WARREN STORE FIXTURES, 
$2,500. Complete layout, Warren solid oak, al- 
most new fixtures for hardware, paint, house- 
furnishings stock; 8 ft. units. We have closed 
our retail store; will sell all or any part. Write, 
or they may be seen at our warehouse. $1,300. 
Remington Rand Bookkeeping Machine, $300; 
$1,100 National Cask Register, four departments, 
five drawers, $400. Address G. P. Darrow Co., 
Inc., 43 East Woodlawn Ave., Philadelphia, Pa. 








REPRESENTATIVES WANTED 


SALES 








SALESMEN DESIRING PERMANENT 
CONNECTION WITH reliable corporation man- 
ufacturing finest tastest sellers, call on furniture, 
hardware, department stores, also jobbers, either 
whole or part time. Address—Dustmaster Corp., 
Dept. H-3, 600 First Avenue North, Minneapolis, 
Minnesota. 


SALESMEN WANTED BY WELL-KNOWN 
metropolitan hardware jobber for Greater New 
York territory. Only those thoroughly experi- 
enced need apply. State employment for the 
past five years in detail. Drawing against 
commission. Address Box B-921, care of Harp- 
ware AGE, 239 West 39th St., New York City. 





COMMISSION SALESMEN NOW CALL- 
ING on hardware, plumbing, and janitor supply 
houses. Commission paid on all repeat business 
in territory assigned. Address Box ao care 
of Harpware AcE, 239 W. 39th St., ity 


A COMPLETE LINE OF PAINT brushes of 
every description. Old-established manufacturer 
has openings in a few exclusive territories. Lib- 
eral commission basis. Desire experienced hard- 
ware and paint men, well acquainted with the 





retail hardware, paint and lumber trade. Please 
indicate lines now handled, complete territory 
covered and at what intervals. ngth of ex- 


perience and references. Address Box B-908, 
xe of Harpware AcE, 239 W. 39th St., N. Y. 
ity. 


SALESMEN WANTED (by highly rated man- 
ufacturers in business over 30 years) to sell a 
high grade line of moderately priced aluminum 
ware direct to the retail trade. Have territory 
open in Indiana, Minnesota, Virginia, Kentucky 
and Missouri. Will consider only experienced 
salesmen who know the retail hardware trade 
in their territory. Full commissions paid weekly. 
Exclusive territory. Have unusual proposition 
for the right men. Sales increasing rapidly. 
Salesman can conveniently handle one other line 
in connection with ours. Address Box B-896, care 
of Harpware AcE, 239 W. 39th St., N. Y. City. 


HELP WANTED 














SALESMEN WANTED TO SELL AS a side 
line on a commission basis a line of electric light 
bulbs manufactured under General Electric Com- 
pany’s patents. Several territories open. Must 
have following with wholesale trade only. Appli- 
cants must state territory wanted, also lines now 
carried. All replies will be strictly confiden- 
viel. Address Economic Lamp Company, Malden, 
Mass. ; 


WANTED: SEVERAL SALESMEN IN THE 
following territories: Westchester, Rockland, 
Queens, Nassau, Suffolk, New Jersey. Our 
No. 35 Catalog just issued featuring many new 
and additional lines necessitates increased rep- 
resentation. Attractive Proposition and territory 
for those men possessing the proper ability. Only 
experienced hardware men with following need 
applv. Address Sickels-Loder. Inc.. Port Au- 
thority Commerce B!dg., 76—9th Avenue, N. Y. 
City. WAtkins 9-5650. 





=) 
SALES ASSISTANT 


An old-established manufacturing company 
will soon have available an opportunity for a 
man 33 to 35 years of age—preferably one 
who has travelled, selling to the wholesale 
and retail, hardware and allied trades, but 
definitely a man who has had outside selling 
experience. For some time the work involved 
will be wholly inside in sales department 
office activities. Location, New York City. 
If you believe you are eligible, write in full 
detail about your education, business experi- 
ence, family responsibilities, etc., and why 
your services are available. Letters omitting 
full and specific detail will be ignored. Ad- 
dress Box B-915, care of HARDWARE AGE, 
239 W. 39th St., N. Y, City. 











SALESMFN NOW SELLING NON-COM- 
PETING LINES to hardware and plumbing and 
heating trade. Here’s your chance to connect 
with nationally known manufacturer to sell fast- 
moving, established line of_ malleable and cast 
iron quality pine fittings. Territories still open: 
Greater New York, Philadelphia, Boston, Scranton, 
Wilkes-Barre. Harrisburg. Richmond, Jackson- 
ville. Louisville. Toledo. Akron. Columbus, Grand 
Rapids. Duluth, Des Moines, Davenport, Peoria, 
Sioux City, Omaha. Butte, Cheyenne, Salt Lake 
City, Phoenix. El Paso and Houston. Full co- 
operation and generous commissions provide 
outstanding opportunity for permanent repeat 
business. Territories going fast; rush full de- 
tails of vourself and exnerience.to Box B-914. 
care of Harpware AGE, 239 W. 39th St., N. Y. 
City. 


wee ene « 








SALES ACCOUNTS WANTED 


SALES ORGANIZATION OPERATING IN 
EASTERN Canada wishes to represent reliable 
manufacturer. Address Box B-918, care of Harp- 
wArE AGE, 239 West 39th Street, New York City. 


MANUFACTURER’S REPRESENTATIVE, 
WELL ESTABLISHED, EXPERIENCED and 
responsible, with following among jobbers of hard- 
ware, houseware, drug, department and chain 
stores, desires an account which may be han- 
dled from San Francisco. Qualified to man- 
age all details. Address William D. MacGuffin, 
Post Office Box 1733, San Francisco, Calif. 
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SALES ACCOUNTS WANTED 


POSITIONS 


WANTED 














Wanted—Factory Representative 
For New York State, exclusive of Metro- 
politan District, by well-known manufacturer 
of Builders’ Hardware, not at present repre- 
sented in this territory. 


Address Box B-885, care of 
HARDWARE AGE, 
239 W. 39th St., New York City 














WE, CALLING ON HARDWARE, housefur- 
nishing, and department store trade, would take 
on a good article to represent you in our Phila- 
delphia territory. Address Louden & Hill, 624 
Arch St., Philadelphia, Pa. 


MANUFACTURER’S _ REPRESENTATIVE 
WITH SALES ORGANIZATION of seven sales- 
men covering hardware and lumber trade in Ohio, 
Michigan, Indiana, Kentucky and West Virginia, 
desires one or two lines. Not interested in sea- 
sonable items. Well known to trade. Address 
Box B-90i, care of Harpware AGE, 239 W. 39th 
Se., N. ¥. City. 


VOLUME LINE WANTED FOR 1936 by 
factory representative with established following, 
calling on department stores, electrical, hardware 
and drug jobbers in Missouri, Eastern Kansas, 
Eastern Nebraska, Iowa and Minnesota. Ad- 
dress Box B-897, care of HARDWARE AGE, 239 W. 
39th St., N. Y. City. 


WELL-KNOWN MANUFACTURER AGENT 
WITH office in St. Louis, traveling Missouri. 
Illinois, Indiana, Kentucky and Tennessee, de- 
sires additional good volume line to sell hard- 
ware jobbers and large retailers. Lines now 
handled mostly builders’ hardware. - Well ac- 
quainted and have accounts in most every city. 
Territory covered consistently. Address Box 











B-920, care of HArpware AGE, 239 West 39th | 


Street, New York City. 


MANUFACTURERS’ AGENT — HEAD. 
QUARTERS, ST. LOUIS. TWENTY YEARS’ 
EXPERIENCE SELLING HARDWARE, 
JOBBERS’ AND LARGE MANUFACTUR- 
ERS’, WANTS ONE ADDITIONAL ESTAB- 
LISHED LINE. TERRITORY: MISSOURI, 
SOUTHERN ILLINOIS, SOUTHERN INDI- 
ANA, KENTUCKY. CONSTANT AND AG- 
GRESSIVE REPRESENTATION. ADDRESS 
BOX B-919, CARE OF HARDWARE AGE, 
239 WEST 39th STREET, NEW YORK CITY. 


POSITIONS WANTED 


EXPERIENCED IN HARDWARE, HOUSE- 
FURNISHINGS, ELECTRICAL, plumbing, mill 
and factory supplies; store departmentizing and 
display work, also considerable experience in win- 
dow trimming doing my own show card and sign 
work. Desire to locate for a permanent position 
where hard work and good sales work will be 
appreciated. Address Box B-902, care of Harp- 
WARE AGE, 239 W. 39th St., N. Y. City. 


HARDWARE MAN, 37 YEARS OF AGF, 
having 18 years’ experience, competent to do 
buying or selling or managerial work for hard- 
ware business or to represent manufacturer of 
hardware articles, seeks position offering better 
opportunity than present employment affords. 
Will furnish references. Address Box B-910, 
ase of Harpware AGE, 239 W. 39th St., N. Y. 

ity. 




















. YOUNG MAN, 34 YEARS OF AGE, living 
in New York City, with 15 years’ retail experi- 
ence selling hardware, housefurnishings and 
Paints, desires connection with prominent retail con- 
cern, wholesaler or manufacturer. Now employed 
and best of references. Address Box B-894, care 
of Harpware AcE, 239 W. 39th St., N. Y. City. 


SALESMAN, WITH ESTABLISHED FOL- 
LOWING AMONG hardware and housefurnish- 
ing stores, desires a position with a metropolitan 
jobber. Can furnish best of references; have 
had twenty years’ experience. Presently em- 
ployed. Address Box 909, care of HarpWareE 
AGE, 239 W. 39th St., N. Y. City. 


_THE UNDERSIGNED OFFERS HIS SER- 
VICE to a manufacturer who is seeking a re- 
liable and experienced salesman to cover the 
Southern States, calling on the jobbing trade. 
Fifteen years’ highly successful experience in 
the South calling on hardware jobbers. Address 
Box B-913, care of HARDWARE AGE, 239 W. 39th 
st., N. Y. City. 


THOROUGHLY EXPERIENCED GENERAL 
LINE HARDWARE MAN, middle-aged, capable 
of buying, selling and managing retail or whole- 
sale; both city and country experience, and in 
every branch of hardware, sporting goods, am- 
munition, housefurnishings, implements, etc. Pre- 
fers the South. Address Box B-884, care of 
Harpware AcE, 239 W. 39th St., N. Y. City. 


SALESMAN 15 YEARS’ EXPERIENCE 
HARDWARE and housewares, calling on hard- 
ware jobbers, dealers, department and chain stores, 
throughout Dominion of Canada, wishes to con- 
nect with reliable firm; best references. With new 
treaty signed large volume of business can be 
procured. Address Box B-899, care of Harp- 
waRE AGE, 239 W. 39th St., N. Y. City. 


EXPERIENCED WHOLESALE  HARD- 
WARE SALESMAN DESIRES a position travel- 
ing for a reputable manufacturer or wholesaler, 
in the Metropolitan district and Eastern part of 
New York State. Twenty-two years in hardware 
business, thirty-nine years old, married, best of 
references. Address Box B-888, care of Harp- 
warE AGE, 239 W. 39th St., N. Y. City. 


SALESMAN DESIRES TO REPRESENT A 
manufacturer of either electrical or hardware 
specialties, free to travel, especially known in the 
States of Illinois, Wisconsin and Iowa, calling 
on the electrical and hardware jobbers, depart- 
ment stores and trade alike. Salary or drawing 
account basis. Highest references. Address— 
W. S. Dunlap, 828 N. Wells St., Chicago, Illinois. 


MANAGER—YOUNG AND AGGRESSIVE, 
SIX years’ experience in one of the largest firms 
in wholesale janitor and apartment house sup- 
plies, also hardware, paints, plumbing and elec- 
trical supplies, in Metropolitan New York, full 
charge of buying and selling. Best references for 
reliability, character and production. Compensa- 
tion secondary to proposition offering advance- 
ment. Address Box B-898, care of HARDWARE 
AcE, 239 W. 39th St., N. Y. City. 


























PAINT SALESMAN—YOUNG MAN, age 30, 
college educated, with eight years’ selling experi- 
ence, desires position as salesman, toad or retail; 
gcod health and personality; experienced in paint 
and varnish road sales and retail management. 
Can produce results. Now located in Middlewest, 
will move to any territory. Proposition must be 
good and company behind it financially sound. 
Address Box B-922, care of Harpware AGE, 239 
W. 39th St., N. Y. City. 















SURE— 
THAT'S EASY! 


Just look under the 
heading "Sales Rep- 
resentativesWanted" 
in the Classified 
Section of HARD- 
WARE AGE. 

















Can you tell us where we can find 
additional lines to 


HEY! WAIT A MINUTE. 


some good 
represent? 

















Hardware Personnel 


Our files contain applications of several hundreu es- 
perienced and well-trained employees in the hard- 


industries. 
wmno CHARGE TO EMPLOYERS FOR THIS 
SERVICE. 


If we can be of any help to you, just phone 
ASSOCIATED PLACEMENT BUREAU 
152 West 42nd Street New York City 


WIS. 7-1802, 1803 

















HARDWARE MAN, TWENTY - FIVE 
YEARS’ EXPERIENCE in buying and selling 
hardware, sporting goods, and mill supplies, long 
training in financing and general management, 
desires position with jobber or retailer. Purchas- 
ing department preferred. reference given. 
Address Box B-906, care of Harpware AGE, 239 
W. 39th St., N. Y. City. 


SALESMAN, 25 YEARS’ EXPERIENCE 
HARDWARE and mill supplies, cuvering the 
hardware jobbers, dealers and industrial plants 
in Mass., New York City, and New Jersey. Last 
15 years traveled for two of the best saw manu- 
facturers known to the trade. Have a car and 
will travel anywhere. Address Box B-916, care 
of Harpware AGE, 239 W. 39th St., N. Y. City. 


MANAGER, HARDWARE DEPARTMENT, 
LARGE CHAIN store organization, specialist in 
builders’ hardware and power tools, versed in 
modern merchandising methods, age 32, married, 
wishes position with reputable retailer; willing 
locate anywhere. Highest references. Address 
Box B-905, care of HARDWARE AGE, 239 W. 39th 
St., N. Y. City. 


WANTED—POSITION AS SALES MAN- 
AGER with manufacturer who wants to expand 
sales to hardware and paint jobbers, by man 
who has opened nearly five hundred jobbing 
accounts with firm he is now with; this was done 
in the last three years at first personally, then 
by organizing a sales force of 15 men. The 
product thus merchandised now on sale in 20,000 
stores. If you want this kind of help with your 
merchandising problem, address a letter to Box 
B-904, care of Harpware AGE, 239 W. 39th St., 
N. Y. City. 

















ROCHESTER ADJUSTABLE 
SASH BALANCES 
A product of Guar- 
anteed quality. Real 
profit in handling 
them. 
Write for prices. 


Rechester Sash Balance Co., ine. 
Bochester, N. Y. 











STEEL MORTAR HODS 

x No dripping onto 
the user’s back. 
Made entirely of 
steel with wooden 
shoulder saddle 
and handle. 
Edges are heavily 
"e490" reinforced. The 
ry i. fork is pressed 
deep. from heavy gauge 
of steel. 


\RON LAL 






Write for prices. 

The Cleveland Wire Spring Co. 
E. 38th St. and Hamilton Ave. 

a * Cleveland, Ohio ro ca 

















SELL tne BEST 


Gardiner Repair-All Solder 
because of its high standar 
of quality, is easier to sell 
and assures satisfied custom- 
ers. Handy household pack- 
ages in attractive counter dis- 
= cartons or in 1, and 
-lbs. spools. 
Due to modern production 
methods Gardiner Solder sells 
for less than even ordinary 











kinds. 
Specify Gardiner from your 
jobber. 





: 4 
wdiner = 
. * See y 
4821 So. Campbell Ave., Chicago, tll. 
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INDEX TO @mepVERTISERS * 





The Dash (—) Indicates that the Advertisement Does Not Appear in This Issue 





A 


A. & F. Products, Mfrs......... 
Abrasive Products, 
Aladdin Industries, 
PERE TH Gv escctccsestces 
Allith-Prouty Mfg. Co.......... 
Aluminum Goods Mfg. Co...... 
American Cate Oa. occ cccccccce 
American Chain Co., Inc....... 
American Fork & Hoe Co....... 
American Gas Machine Co., Inc. 
American Institute of Fair Com- 

petition, The 
American Pad & Textile Co..... 
American Power Tool Corp..... 
American Safety Razor Co.... 
American Sheet & Tin Plate Co. 
American Steel & Wire Co..... 
American Weekly, The......... 
American Wire Fabrics Co..... 
Ames Baldwin Wyoming Co..... 
Animal Trap Co. of America.. 
Be Bi. Gi ck 6 6 ctccésces 
Archer, Daniels, Midland Co... 
Armstrong Bros. Tool Co..... 
Sis S Ce, B. Qreccdiccecs 


Babcock Co., 
Baker Brush Co..........se0. 
Barton Corporation, The....... 
Bassick Company, The......... 
Behr-Manning Corp. ........+++ 
Bemis & Call Co. 
Bethlehem Steel Company...... 
Bissell Carpet Sweeper Co...... 
Blaisdell Pencil 
Bommer Spring Hinge Co...... 
Boston Varnish Co............ 
— Woven Hose & Rubber 


ee ie Bi Bic ds ceccicdacce 
Brearley Co. 
Bridgeport Hardware Mfg. Corp. 
Briggs & Stratton Corp......... 
Beet Ge... The B.. Cac cacsccivc 
Boome Ca. - We Bic c ccccsswecce 
Brush-Nu Co. 
Bunting System, The......... ° 


tee eee meee esesese 


CA Gis TiRiin ce cticccceses ee 
Capewell Horse Nail Co., The.. 
Cop Penile OA... .ccccacccece 
Carborundum Co. 
Chain Products Co., 
Chase-Shawmut Co., 
"Ds See ee 
Chicago Roller Skate Co....... 
Chicago Spring Hinge Co....... 
Chicago Wheel & Mfg. Co....... 
Chisholm-Ryder Co., Inc....... 
Clancy, Inc., 
Clark Bros. 
Ce Si WOW Fe Mocccccsecce 
Clarke Sanding Mch. Co....... 
Clayton & Lambert Mfg. Co..... 
Clemson Bros., 
Cleveland Wire Spring Co...... 
Clopay Corp. 
Ge WE hs occcctsscesc 
Coburn Trolley Track Co..... 
Coleman Lamp & Stove Co., The 
Collins Co., 
Gee Gn BMBe ssi ccwescese 
Columbian Rope Co............ 
Continental Screen Co......... 
Cook Co., The H. C. 
Coolerator Co. 


eee eee eee eweeee 





Corbin Cabinet Lock Co....... 
Corbin Screw Corp., The....... 
Crescent Brass & Pin Co...... 
Cross & Co., Inc., W. W....... 
Cyclone Fence Co............. 


D 


Darragh, Smail & Co., Ltd..... 
Dazey Churn & Mfg. Co., 
De Laval Separator Co., T 
Deming Co., 
Dickson Weatherproof Nail Co. 
Dietz Co., 
Disston & Sons, Inc., Henry... 
Dixon Crucible Co., Joseph.... 
oe eS er eerreree 
Dreadnaugkt Sanders 
Du Pont de Nemours & Co., 

= a SA a eee 
Duluth Show Case Co.......... 


8s Ca ee ere Tree 
Maete Mile. Ca.......... aipis 
Easy Washing Mach. Corp..... 
Edlund Co. 
PEE TE Cvccesconsacacane 
Electric Soldering Iron Co., Inc. 

Evansville Tool Works, Inc.... 
renee Gis TB soos 30:60:45.0: 


Faultless Caster Corp. 
Fitler Co., The Edwin H....... 
ree Stove & Furnace Lining 


Flexible Steel Lacing Co....... 
Flomac Products es 
Florence Stove Co............. 
Fowler & Union Horsenail Co. 


Gardex, Inc. 
Gardiner Metal Co............. 
Gardner-Denver Co. 
Gem Safety Razor Corp........ 


General Electric Co., Bridgeport, 
Conn. 


General Electric Co., Nela Park, 
Cleveland, Ohio 


General Electric Co., 

tady, N 
Gibbs & Son, Inc., W. A...... 
Gibson Electric Refrigerator Co. 
Gilbert & Bennett Mfg. Co.... 
eee Oh, Dibinccccicciacs 
es Ts GR. cc cscs cccces 
Groep @ Meiley Ca. .cccccccccss 
Greenfield Tap & Die Corp..... 
Greenlee Tool 
PIN Ps NE a, 0:0 0:55 0:6.0:0:00 66-05 


Schenec- 


Hamilton Beach Mfg. Co....... 
Hanover Wire Cloth Co........ 
eee eee 


Hazard Insulated Wire Works, 
Div. of the Okonite Co..... 


Heinn Co., 
Hoppe, Inc., Frank A.......... 
House of Crane, The.......... 


I 


Independent Lock Co.......... 
Indiana Steel & Wire Co....... 
Ingersoll Steel & Disc Co...... 
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International Harvester Co. of 

America, Inc. 
International» Housewares Show 
Irwin Auger Bit Company, The 


J 


Johnson’s Laboratory, Inc..... 


K 


Keystone Steel & Wire Co...... 
EG reer rr 


L 


Landers, Frary & Clark....... 
Lindsay Light & Chem. Co 

Lockwood Hdwe. Mfg. Co...... 
E. cieipntadd edt iakeaweauns 
Lowe Bros. Co., 
ON IE Min 6 Sec tts ccies 


Melinmey Mis. Coicccncrcccs 


Marvel Rack Mfg. Co., Inc... 
EN EMER Si. cuscsacdcecs 
Merchandise Mart, The........ 
Metal Sponge Sales Corp....... 
Mid-States Steel & Wire Co.... 
Miller, Inc., Robert E.......... 
BETMTOPUS Ce. occcccccccece 
Minnesota Mining & Mfg. Co... 
Moore Push Pin Co............ 


— Twist Drill & Machine 


Moulton Ladder Mfg. Co....... 
Murphy’s Sons Co., Robert.... 
Musselman Products Co., The.. 
Myers & Bros. Co., The F. E... 


N 


National Carbon Company, Inc. 


— Enameling & Stamping 
Ti, De estasuaep eeednesmeted 


po ee ee 
New Haven Clock Co.......... 
Nicholson File Co.............. 
Noma Electric Corp............ 
Northwestern Barb Wire Co... 
Norton Abrasives 


ae 
O-Pan Top Mfg. Co.......... 
Osborn Mfg. Co., The......... 


g 


Patent Novelty Co., The...... 
Peck, Stow & Wilcox Co., The 
Purtection Mig. Co... 2602-0 
eee: Dy Gc idccdecsecs 


Pittsburgh Plate 
(Brush Div.) 


Pittsburgh Plate 
(Pennvernon Div.) 


Pittsburets Gtetd Con... i. ccc 
Plumb, Inc., Fayette R........ 
Plymouth Rubber Co., The.... 
Porter, 


Glass 


Railway Express Agency, Inc... 
Raybestos-Manhattan, Inc. 
(Raybestos Div.) 


Reflector Hardware Corp....... 
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Remington Arms Co., Inc....... 
Republic Steel Corp........... 
Republic Steel Corp. (Upson Nut 

BED: ddnadkaeckvsseceebaeée 2 
Reynolds Wire Co..........-.-. 
Rich Pump & Ladder Co., 
Richards-Wilcox Mfg. Co...... 
Ridge Tool Co., 
Rixson Co., The Oscar C....... 
Robertson, Arthur R........... 
Rochester Sash Balance Co., Inc. 71 
Rubberset Co. 
Russia Cement Co............. 


s 


Samson Cordage Works....... 
Sandvik Saw & Tool Corp..... 
Schalk Chemical Co........... 
Beets BEES. COisnccvcssccowee 61 
Shapleigh Hardware Co........ 
Sheffield Bronze Powder & Sten- 

cil Co., 
Shelby Cycle Co., The......... 
Sherman Mfg. Co., 
Signal Electric Mfg. Co........ 
Silex Co., 
DN BAD Gin Kisicevaccpance 
Simmons Hardware Company... 
Simplex Heater Control Co..... 
Smith, Inc., Landon P.......... -- 
So-Lo Works 
Standard Safety Razor Corp.... 
Standard Teal Co... o:<00600000% 
Stanley Rule & Level Plant... 
Stanley Works, The........... _ 
Staples & Co., Inc., H. F....... 
Star Heel Plate Co............ 
Stewart Iron Works, Inc....... 
Superior Spring Hinge Co...... 
Sure Grip Rope Clamp Co...... 


+ 


Tamme Silien Cdiscccccecssss 
Taylor Instrument Co.........- 
Three-in-One Oil Co...........- 
Trow & Holden Co............+ 
Turner Brass Works, The..... 
Turner Bros. 


Union Fork and Hoe Co....... 
Union Hardware Co........... 9 
TD, Ws, PO Ss scccccticins 
U. S. Steel Corp. Subsidiaries. . 


Vv 
Vaughan Novelty Mfg. Co., Inc. 


WwW 


Waener Wits... Ce. 6c.iicdcscde 
Walker-Turner Co., Inc 
2 ee rer errr 
Western Cartridge Co......... 
Westfield Mfg. Co............. 
Westinghouse Elec. & Mfg. Co. 
Whiting-Adams Co. 
Wickwire Brothers 
Wickwire Spencer Steel Co..... 
, i > ree oe 
Winchester Repeating Arms Co. 
Wooster Brush Co.........-... 
Worthington Co., Geo.......... 
Wright Steel & Wire Co., G. F. 


i 


Yale & Towne Mfg. Co....... 3 
Yard-man, Inc. 
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1 Stewart Fence 
4 ‘ 


=) 
Turn Inquiries into Orders i) 


» Equip yourself with St 
literature, prices and 
and be r 


cellaneous fron and Wire Spe- 
ciaities. Write for our dealers’ 
proposition today stating prod- 
ucts in which you are particu- 
larly interested. 


THE STEWART IRON 
WORKS COMPANY, INC. 
121 Stewart Block, Cincinnat!, Ohio 









































LINES WANTED 


Successful, established manufacturer's 
agent, also doing big importing business, 
is seeking one or two additional lines. 
We are now contacting jobbing and 
other sales outlets throughout entire 
country east of Rockies. Write giving 
details. ' 


THE HOUSE OF CRANE 


Indianapolis, Ind. 



















HAMILTON BEACH PROTECTS 
YOUR PROFIT! 


The Hamilton Beach food mixer is 
sold only on our clean-cut Whole- 
saler-Retailer policy. It is not sold 
to mail-order jobbers who offer 
dealer’s price to consumers. We are 
100% for price maintenance. All in- 
quiries are referred to dealers—we 
take no orders.’ This policy protects 
your profit. 


ONE-HAND 
OPERATION 


The many fea- 
tures of the 


mixer make it 
easier to sell. 
Nationally ad- 
vertised in 
leading maga- 
zines. Dealer 
helps furnish- 
ed free on re- 
quest 


HAMILTON BEACH COMPANY, RACINE, WISCONSIN 


’ THIS NEW ALL-METAL 
ib FREE REVOLVING DISPLAY 
CABINET 









A display of Moore Push- 
Pins, glass and aluminum 
heads, and pushless hangers, 
will ring up many an extra dime 
on your cash register. 
A new revolving display cabinet is 
given free with an order for 72 
assorted window front packets. 
Start today to increase your pro- 
fits ... order from your jobber. 
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MOORE PUSH-PIN CO. 
113-125 Berkley St., Phila. 
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Nationally Advertised to Sell for 
HANSON 
COOK-0-METER 


Featured in Good Housekeeping—ap- 
proved by 14 leading domestic science 
experts. It’s the greatest advance in 
kitchen scales in years; has features 
contained in no other scale. Here’s 
your chance to increase your kitchen 
scale profits. 


Ask your jobber about 
our special ABC deal 


HANSON SCALE CO. (Est. 1888) 


625 N. Ada St. Chicago, Ill. 





Slightly higher in 
West and South 








KRUSTOFF 


Cleans and prevents rust on 
enameled stoves, ovens, stove- 
pipes, tools, machinery. Every 
home needs it. 


Made by the makers of 
STOVINK 


Johnson’s Laboratory, Inc. 
WORCESTER, MASS. 











Send for the latest 
TROW & HOLDEN 
CATALOGUE 


Stone Working Tools 
TROW & HOLDEN CO. 


Barre, Vermont 


"= 2SBOR * 
BRUSHES 


mean more profit from your brush counter. 


Ask your jobber. 


THE OSBORN MANUFACTURING COMPANY 
Cleveland, Ohio 











5401 Hamilton Avenue 


a Sales Offices: New York-Detroit-Chicago-San Francisco & 
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COBURN 


SLIDING DOOR HARDWARE 


@ Your customers will thank you for 
recommending Coburn Sliding 
Door Hardware. You, in turn, 
will know that Coburn products 
will serve them well. Such a mu- 
tual feeling of confidence promotes 
good-will and better business. Be- 
come a Coburn distributor now 
and enjoy the benefits of selling 
quality merchandise. 


Since 1888 Coburn Products Have Been Dependable 


COBURN TROLLEY TRACK CO. 
HOLYOKE, MASS. 














MOLDED RUBBER GOODS 


es 


18.98 


We stock a complete assortment of rubber 
tipe and bumpers, and are equipped to manv- 
facture most Ft nonnd for your special re- 

No. 50 on request. 


ELASTIC TIP pv magy ~ ae 
370 Atlantic Ave., Boston. 


© mm al T 
WIDELY KNOWN 
‘for Quality 


Everywhere they are used Nicholson 
Files establish a reputation for quality 
work done at low cost. Your custo- 
mers will be satisfied by the perform- 
ance of these sh durable files. 
Popular Prices—at ardware whole- 
salers and mill supply dealers. Nich- 
olson File Com pany, Providence, 
Rhode Island, U. S$ 


Genuine 
NICHOLSON FILES 


Genuin° QOMES 9 SILENCE 


SLIDE SILENTLY - SOFTLY- SMOOTHLY 


40% SET 10% SET- 10% SET SAVE FURNITURE 
; & FLOORS-CREATE QUIET 
| D Look for words DOMES SILENCE” 


Pan ata NOISELESS FOR TILE 
CEMENT OR MARBLE FLOORS IN 
ATH ROOMS, RESTAURANTS, ETC. 
LARGE SIZE FOR METAL & WOOD BEDS 
Y LARGE CHAIRS & ALL FURNITURE.. 
Ask your Jobber— 
If he is not supplied, write to 


DOMES of SILENCE, Inc., 35 Pearl St. N. Y. C. 
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Bommer 
Checking Floor Hinges 


Suitable for 
all sizes and 
kinds of 
doors, metal 
or wood 
Write for illustrated catalogue 








Bemmer Spring Hinge Co., Brooklyn, N.Y. 








EVERY_TIME YOU SELL WAX SELL WAXOFF 


a lO: SELF-SELLER 


that's a “natural” Order from 
your jobber. Schalk Chemical 
Co., Los Angeles, Chicago. 





STOVE CO. 


KANKAKEE, ILL. 


FLORENCE se 


GARDNER, MASS. 








To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in 34 inch diameter and larger. 


Columbian Rope Company, Auburn, “The Cordage City”, N.Y. 


WATERPROOFED - GUARANTEED 


HARDWARE AGE 








